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Skyrider Shoes Nationally Advertised 


Campaign breaks this spring 


Again, Skyriders head the field! This time we're carrying them 
straight to the American home! Beginning with large space in 
America’s outstanding boys’ magazine, the Skyrider story of 
style plus long wear is going direct to ‘your customers. Watch 
your mail for full details — and get ready to share in the profits! 


The campaign breaks this Spring! 


Show him 
the style... 
Show his mother the wear 


@ Here are seven numbers designed to make selling easy! 
Boys like them because they're smart and mannish — look 
like their dads’! And how they'll go for the new moccasin- 
type Skyrider with the slip-proof, waterproof ““Gro-Cord” 
soles! Made of full grain elk with one piece vamp, Air Cord 
moccasin stitch, and Wasp combination last. A real “trail- 
er” — and sturdy enough to please any mother . . . Also, 
smart, dressy sport shoes in solid colors and combinations, 
and four ventilated numbers! 


A DivistoOn OniF 


GENERAL 


One complete line 


priced for profitable markup 


Now in our complete line — Skyriders for boys of all ages. 
Sizes from 10 to 131% for Little Gents, 1 to 6 for Boys, 61% 
to 9 for Big Boys, widths A to D. Not one sale need be 
lost . . . Wire or write immediately for the new Skyrider 
catalog giving styles, prices, and full details regarding spe: 
cial merchandising service and the Skyrider franchise. 


BELLE MEADE 
SHOE COMPANY 


NASHVILLE, TENNESSE! 


SHOE CORPORATIO! 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the 


HE Mardi Gras at New Or- 

leans was the greatest festive 
event in the history of that city. 
The brilliance of the social season 
was punctuated by new footwear. 
The elaborate gaieties of the 
carnival season brought people 
from all over the country to New 


Orleans on Feb. 13. All street traf- 
fic on Canal Street was eliminated 
during the festival. Thousands of 
masked pedestrians added to the 
merriment. 

The shoe men of New Orleans 
opened the Spring season with a 
superb promotion of footwear. The 
Times-Picayune of New Orleans 
contributed a full page, printed in 
blue, entitled: “A Springtime 
Rhapsody in Blue—Featuring the 
New Shoes for a New Season. Blue 
heralds the coming of Spring . . 
and shows itself in all that pertains 
to the Spring wardrobe. Blue 
frocks ... suits... hats... ac- 
cessories . . . and, in particular, 
Blue Shoes. New Orleans stores 
blossomed in Blue, displaying 
smart shoe models in the color of 
the hour.” 

The shoes pictured in the promo- 
tion were sketched from the Spring 
displays of Baker’s, Chandler’s, 
Feibleman’s-Sears, Godchaux, D. H. 
Holmes, Imperial Shoe Store, 
Marks Isaacs-Mayer Israel, Krauss 


Co., Kreeger’s, Labiche & Legendre, 
Maison Blanche, Gus Mayer, 
Schiro, Walk-Over. 


* * * 


ILLIAM HATTON, president 
of the Eagle-Ottawa Leather 
Co., speaking on the Code, says: 
“I have always maintained that 
if there isn’t brains enough in a 
concern to conduct a_ successful 
business except at the expense of 
their fellow-men, they should be 
wiped out, and I think under this 
new Code a lot of concerns are go- 
ing to be eliminated. Shorter 
hours, of course, are going to in- 
crease costs, but we all remember 
that at one time 60 hours a week 
was the right thing, then it was 
down to 54, and then to 50. Yet 
industry seemed to live. 
“If the Code of the leather trade 


is vigorously enforced, and_ it 





ought to be for the protection of 
our pocketbooks, these concerns 
who abuse the terms will also be 
stricken from the picture. It is man- 
ifestly unfair to the sound business 
institutions who pay their bills 
when they are due to suffer from 
the competition of those institutions 
who operate on the manufacturers’ 
capital, and frequently wind up by 
settling for 25 cents on the dollar 
or probably nil.” 
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TRADE 


R. M. J. PULLMAN publishes 

an unusual book: “Foot Hy- 

giene and Posture.” Embossed on 

the front cover are three medieval 

characters illustrating: “No one but 

the wearer knoweth where the shoe 
pinches.” 


The book is published for the ad- 


vancement of foot knowledge and 
contains not only the original re- 
search of the author but, here and 
there through the book, quotations 
from songs, poetry and proverbs. 
It is generously illustrated, and, in 
conclusion, on the two hundredth 
page, the author writes: 

“With the most sincere wishes for 
sturdier children and _ healthier 
feet for a foot-sore nation. M. J. P.” 

Dr. Pullman is evidently not an 
M.D. He is a Fellow of the Scien- 
tific Association of Chiropodists, 
International Founder Staff Mem- 
ber of the Bellevue Hospital, Mem- 
ber of the American Posture 
League, Member of the National 
Inventors Congress and Inventor of 
the Foot Pullmanizer. 

The book is published from 411 
West 7th St., Los Angeles, Calif. 


* * * 


RVING S. FLORSHEIM, presi- 
dent of the Florsheim Shoe 
Co., in the annual statement to the 
stockholders, says: 
“Progress has been made toward 





adjusting operations to fit present- 
day levels and this, plus a consid- 
erably increased demand for our 
product which started in the Spring 
of 1933 and has continued since, 
resulted in increased operations 
and correspondingly improved 
profits as the year progressed. Re- 
tail and wholesale sales are ahead 
of a year ago, and the Manage- 
ment views the coming year with 
optimism.” 
aa * * 

HANNING E. SWEITZER, 

managing director of the Na- 
tional Retail Dry Goods Associa- 
tion, says: 

“The Manufacturers’ Sales Tax 
was pigeon-holec in committee in 
Washington recently but the state 
legislatures, urged on by the As- 
sociation of Mayors, representing 
the communities to whom it is pro- 
posed that at least part of the pro- 
ceeds of this tax will be appor- 
tioned, have united with the real 
estate interests to actively campaign 
for state sales tax legislation. 

“This is the drama of “The Easiest 
Way’—1934 version. Communi- 
ties are faced with huge expenses, 
unbalanced budgets and _ heavy 
bond payments—a legacy from the 
years of ‘Delirious Prosperity.’ Al- 
though students of economics and 
political science unite almost unani- 
mously in condemning the state 
sales tax as a method of raising 
funds, the harassed mayors turn to 
it as a possible life-saver for their 
communities—at least for their own 
administrations. It is much easier 
to say ‘we can raise the money this 


way than to cut down expenses, 
eliminating waste and _ political 
favoritism. It is much easier to 
urge the levying of this new tax 
than it is to thoroughly analyze 
all of the city’s activities and put 
them on a really efficient basis. 
“It is ‘the easiest way’ to let this 
problem alone and ask for addi- 
tional taxes, but the retail stores, 
upon whom this burden would fall, 
have had no opportunity to escape 
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WHAT PRICE ECONOMY 


—It’s sad to reflect upon the many serious 
errors that have been committed in the 
name of Economy during the past two 
years, 

—And one of these errors has been the 
cutting down or cutting out of adver- 
tising expenditures at the very time when 
advertising might do its best and most 
effective job. 

—For Advertising not only has the power to 
“make” a business, but also at times to 
“save” a business. 

—A. C. Monagle, vice-president of Standard 
Brands, Inc., recently said: 

“Scores of corporations are now dis- 
covering that the ‘savings’ they made 
in advertising appropriations in the 
lean years, are adversely affecting 
sales volume now.” 

—It is interesting to note that those manu- 
facturers and tanners who consistently 
used Recorder advertising pages during 
the past hectic period are the ones that 
have prospered most and are in the most 
advantageous position right now to profit 
from the New Deal which is in the mak- 
ing. 

—It always pays to advertise—intelligently. 


» OT os 


President. 








this same problem by levying a 
tax on their customers. They have 
had to rigorously cut down ex- 
penses, eliminate waste, and _ re- 
valuate all their activities in terms 
of the lower sales volume of the 
past few years. 

“It would be more far-sighted if 
the real estate men and the mayors 
would get behind legislation to 
bring about such co-operative 
studies and changes needed in 
statutes to establish the improved 
methods, instead of seeking the 
passage of sales tax measures which 
will seriously cripple business and 
leave our local governments in 
their present archaic state. This is 
no time for ‘the easiest way.’ ” 


* * * 


OSEPH KALTENBACHER, 
J president of the Seton Leather 
Co. of Newark, N. J., says: 

“For the first time since the de- 
pression started I believe we can 
look to the future with deserving 
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optimism. We can really go ahead 
with courage and confidence and lay 
important plans for the future. In 
the leather industry, the basic sta- 
bility of hide prices is distinctly 
heartening, and demand for prod- 
ucts of the industry most encour- 
aging. 

“Our volume is progressing satis- 
factorily. January business this 
year was about 75 per cent ahead 
of the same period last year. Or- 
ders, reflecting the general business 
step-up, are coming in at a rate 
well ahead of the comparable pe- 
riod last year. Results, both im- 
mediate and prospective, augur 
well for the future of the company. 

“Patent leather and buck sides 
are in good demand and promise 
to continue so, due to the trend 
toward better quality shoes.” 


*% % % 


HE Allen-Edmonds Shoe Com- 
pany of Milwaukee, Wis., says: 

“In the last four years a new 
corps of buyers has come into 
power. Most of these buyers are 
young men. They have been sub- 
jected to a new kind of supervi- 
sion. Purchases involving surpris- 
ingly small sums have had to be 
justified all the way up to the 
Boards of Directors. As a conse- 
quence, these new buyers have 
developed canniness; they have 
learned to take nothing for granted. 
They want to know. These office 
buyers, too, have a little money to 
spend. But they are not going to 
spend it until they have secured 
information that will justify the 





purchase. These new buyers who 
will dictate the purchases for homes 
and for businesses are discriminat- 
ing. They are also inexperienced. 
They are also modern. 

“And the new buyers are modern. 
Their projects are not plotted on 
memories of 1929, nor on the ex- 
periences of their apprentice years 
just ending. They look askance on 
1933 model merchandise. They 
find no point of interest in the cur- 
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rent but obsolete catalogs of °31, 
nor even the informative booklets 
compiled way back in ’32 and °33. 

“Their starting point is 1934. 
Their optimisms will set the tempo 
for 1934. The things that they will 
buy will be the product innova- 
tions of 1934. 

“The new buyers have taken 
over. A new buying code is set.” 


*% *% *% 


‘IDA MOORE, whose “Fashion 
firsts in footwear” in her 
salon on Fifth Avenue brought an 
invitation from Paris for her to ex- 


hibit American designs in conjunc- ° 


tion with the February openings— 
has been through an experience in 
Paris that she will long remember. 

The rioting in the Place de la 
Concorde brought the mad mob 
right in front of the Hotel Crillon. 
As she watched the melee, a bullet 
crashed through her window. A 
French woman, watching the riot 
from atop the hotel roof was killed 
by a stray bullet. Despite the con- 
tinued demonstration, Miss Moore 
displayed her American footwear 
fashions at the Parisian openings. 


* *% *% 


AVID G. ONG, president of 

the United States Leather Co., 
in his annual report to the stock- 
holders of the company, says: 

“While the first three months of 
1933 were very unsatisfactory, be- 
cause of the low level of business 
and the severity of the depression, 
which culminated in the banking 
crisis of March, our loss during 
that period was not excessive con- 
sidering the general conditions. 

“Rapidly improving conditions 
in the Tanning Industry made the 
next three months more satisfac- 
tory, so that for the six months 
ended June 30, 1933, we had a 
profit amounting to almost as much 
as the loss reported for the first 
three months. 

“During the next period our 
earnings were again quite satisfac- 
tory, and I am pleased to be able 
to report to you a profit of almost 
a million dollars in the ten months. 
In this connection, attention is 
called to the fact that the results 
which are being reported are par- 
tially due to profits on sales made 
out of the inventory at the close of 
1932 which had been written down 
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to market in accordance with the 
established policy of the company. 
“The company is in an excellent 
position to benefit by any improve- 
ment which may develop as we 
have a well-balanced inventory of 
both raw material and_ finished 
leather.” 
*% * * 
RAYMOND L. McNAMARA, 
Haverhill shoe manufacturer 
and formerly identified with the 
firm of Gorevitz & McNamara Com- 
pany, was recently named to the 
Massachusetts State Board of Labor 
by Governor Ely, succeeding Her- 
bert P. Wasgatt. 


*% % * 


KELLAM SHIELD of Okla- 
ehoma City, Okla., makes a spe- 
cialty of retail location work 
throughout the Southwest. He spent 
14 years as direct representative 
for three of the major chain com- 
panies, seven years of which was 
with M. Samuels & Company of 
Baltimore, Md.; one and one-half 
years with L. R. Steele of Buf- 
falo, N. Y., as manager of the store 
leasing department; and six years 
with J. C. Penney & Company, as 
leasing representative of the South- 
western district. 
He finds the Southwest well on 
the road to retail recovery. 


R. HOWARD JOHNSON, 

whose Foot Clinic in Enid, 
Okla., is termed “Foot Health Head- 
quarters for the Town,” promoted 
a very successful idea at a recent 
district meeting of school teachers. 
Each teacher was handed a certifi- 
cate, neatly tied with ribbon, say- 
ing: 

Conferring 


THE DEGREE OF COMFORT 


On Teachers Everywhere Every 
Day of the Year. 


* * % 


*¢ & MBER” repeal satin—Promo- 

tion of shoe satin takes a new 
turn with the introduction of the 
color called “amber”—a sunburn 
shade with a distinct apricot over- 
tone. 

The idea harks back, of course, 
to the days when “blonde” satin 
shoes took the country by storm, to 
the joy of the satin houses and the 
distress of the fashion magazines! 

But the “amber” satin of today 
is not suggested for the street. It is 
being promoted, where it rightfully 
belongs, for wear with the cocktail 
dress, for later afternoon or dinner 
wear. Used by itself, or in combina- 
tion with crepe, it is styled in san- 
dals, pumps or formal oxfords. 
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“Yeah. Those are the ones. 


I'll have my sister look at them tomorrow.” 
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One of the most attractive and daringly original shoe departments in Chicago is the new four-room salon recently opened by The Fair, 
on the second floor of its big store at State, Adams and Dearborn Streets.’ Illustration shows the Buster Brown room for children’s shoes. 


AKING the shoe department a stage, so that 

M the salesman can be part of the act to please 

the customer and to profit the store, is the 

keynote back of the shoe department installed on the 
second floor of the Fair Store in Chicago. 

The picture shows in a glance the dramatic setting of 
the Buster Brown room, devoted to children’s shoes. In 
the foreground you see new chairs and fitting stools 
made of Howell Chromsteel. The upholstery is in 
harmony with the color scheme of the room and the 
metal frame gives it the smartness of the most modern 
setting. The fitting stool is made to harmonize in up- 
holstery and metal. The best feature of this modern 
chromsteel furniture is that it can be rearranged at any 
time to refreshen and reinterest the customer in the 
department setting. 

This room is a bright, gay, sunny-looking spot, 
guarded by tall wooden soldiers. There are delightful 
murals and rugs. The pictures and the soldiers help 
to keep the kiddies interested. And there’s an X-Ray 
machine to “insure perfect fitting service. 


Style, quality, value and service were the items 
stressed by the Fair in their full-page advertisement 
announcing the formal opening of their newly decorated 
modern shoe salon. Gift bouquets from friends of 
the department, gardenias presented to every visitor 
and a general air of friendliness and good will helped 
to make the occasion a very festive one. S. Katz, man- 
ager of the department, has been with the store twenty 
years. 

In speaking of the opening, D. F. Kelly, president 
of the Fair, said that he believed that customers, buying 
amid pleasing surroundings, are unconsciously impelled 
to buy better merchandise. Beauty and refinement ex- 
pressed in any direction tends to raise the standard 
of living for the individual and this is reflected in his 
choice of merchandise. Women, especially, are sen- 
sitive to “atmosphere.” Mr. Kelly went on to say 
that the price paid for merchandise during the opening 
was gratifyingly higher than usual. Moreover, the 
higher-priced merchandise was selected WITH A 
SMILE. 
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1868 -« EDWIN PERKINS BROWN - 1934 


Chairman of the Board of 
United Shoe Machinery Cor- 
poration Dies in Florida Follow- 
ing Illness of Several Weeks— 
A Friendly Man of Steadfast 
Character Whose Passing Will 
Be Mourned by the Industry to 
Whose Advancement He De- 
voted a Noteworthy Career 


DWIN PERKINS BROWN, chairman of the 
board of the United Shoe Machinery Corpora- 
tion, died suddenly of angina pectoris, at Boca 

Raton, Fla., on Feb. 8. Mr. Brown went to Florida two 
weeks ago, following several months’ illness. He was 
sixty-five years old. 

E. P. Brown guided the United Shoe Machinery 
Corporation in the most perilous days of American 
business and inculcated the spirit that the shoe in- 
dustry was one great brotherhood of service. During 
these trying years he gave freely of his time and talent. 
There has never been anyone like him in the industry 
in friendly charm and sincerity of purpose. Many 
men went to him for that counsel that comes with a 
firm foundation of character, which he so richly pos- 
sessed and which was a rock of security at a time when 
industry was faltering. The shoe trade feels deeply 
the loss of Ed Brown, friendliest of men. 

His death brought to a close a career in which he 
rose by industry and perseverance to achieve the presi- 
dency and then chairmanship of the board of a great 
industrial institution. At the same time his energy 
found opportunity to further the progress of three of 
Boston’s educational institutions: The New England 
Conservatory of Music (of which he was the president 
of the board of trustees), Boston University and the 
English High School. 

He knew his industry from one end to the other 
for his first job was in a shoe factory in Boston. As 
a cowboy in the Southwest, he wasn’t very far removed 
from the trade. In some of the years following, he did 
railroading and mining and was about thirty-two years 
of age before settling down to his life’s work. With 
such a rich diversity of experience back of him, is it 
any wonder that he became the friendliest of men? 

Mr. Brown was born at St. Albans, Vt., June 25, 
1868, son of George W. and Addie E. (Perkins) Brown, 


EDWIN PERKINS BROWN 


and was of a family who came to Vermont about the 
time of the Revolutionary War. He was the fourth 
in descent from Jonathan Brown, who was captured 
by the Indians at the burning of Royalton, Vt., and 
taken as a captive to Montreal. His father, the late 
George W. Brown, was one of the founders of the 
United Shoe Machinery Corporation and _ its first 
treasurer and general manager, and was at the time of 
his death, in 1928, vice-president. 

Edwin Perkins Brown was educated in the primary 
and grammer schools and in the English High School, 
Boston, Mass. His first contact with the shoe industry 
came immediately after his graduation from school, in 
1887, when he entered the employ of the Bouve-Craw- 
ford Company, shoe manufacturers, in Boston. He re- 
mained with them until 1889 when he entered the em- 
ploy of the Atlantic and Pacific Railroad Company, 
located at Albuquerque, N. M. In 1893 he was appointed 

[TURN TO PAGE 36, PLEASE] 
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THE TALE 
OF A 


SHOE 


BY WALTER B. PITKIN 












The shoe is caught in the No author of the day has captured the imagination 
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selling footwear 







N days of old, a cobber received an order for a 
pair of shoes. He drew forth a hide well tanned, 
thread, and his tools. After two or three days of 
toil, he had finished the shoes. The customer paid the 
price and took them. In the course of four or five 
months, he had worn the soles thin. Some threads 
had broken. An eyelet had been pulled out. The 
straps were broken. So he fetched them back to be 
repaired. And they were. Then he went on wearing 
them until at length the cobbler vowed they were no 
longer worth patching and heeling. And that was the 
end of the shoes—and the beginning of my tale. 

To produce these shoes, the cobbler had to expend 
a certain amount of energy. Nearly all of it was in 
the form of brawn. But a trace of it was the energy 
of his tools, while another fainter trace was the energy 
of his mind—still hopelessly beyond man’s power to 
measure, so tiny is it. 

Little by little, cobblers of the western world sought 
to reduce the energy needed to make the shoes. Ingeni- 
ous souls studied leather and brought to light amazing 
chemical processes of tanning and dyeing hides. After 
several generations of inventing, acre-broad factories 
packed with machines took the entire burden off the 
cobbler. Shoes were spewed forth at the rate of ten, 
twenty, even thirty thousand a day from a single 
factory. And the amount of energy needed to make a 
pair was also reduced. 

At the same time, shoes were so much stronger and 
better in leather and in fit that people wore them WALTER B. PITKIN 
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much longer. So, relative to the number of buyers, 
fewer shoes were used in the course of a year. And 
that led to a grave crisis in the shoe industry. At this 
stage the experts observed that the very virtues of 
scientific shoemaking were defeating the hopes of the 
manufacturers who sighed for unlimited mass produc- 
tion. So, they inferred, only two courses of action 
were open. Either sell shoes which wore out fast, or 
else persuade people to buy and wear many more 
pairs than they now do. 

Both suggestions led to one idea: the transforming 
of the shoe from a thing of simple usefulness into an 
object of luxury and style. This was tried out on 
the women and, up to a certain point, it worked well. 
Tried on men, it ended in failure and a heavy loss. 
While I was following these experiments from the 
inside of the shoe trade, I noticed that none of the 
shoe experts thought the matter through to its psycho- 
logical end. For a long time makers of men’s shoes 
believed that thousands of men might be persuaded to 
wear three pair of shoes in the course of an ordinary 
day. So sure were they that they spent thousands of 
dollars trying to “put it over.” 

What did they fail to see? They were oblivious to 
consumers’ energies. They did not recognize the fact 
that consuming uses up energy; and the kind and 
amount of energy so used exerts its own peculiar 
influence upon the consumer. In the old days of hand 
labor and low living standards, the buyer of shoes 
usually had to make them carry him the largest pos- 
sible number of miles before he discarded them. He 
was concerned with service values, above all. But in 
order to get these, did he not have to walk hundreds 
of miles over cobblestones or else up and down his 
office floor or in the hall of his dwelling? Of course! 
The farther he walked daily, and the poorer the sur- 
faces under foot, the sooner the shoes wore out. 
Naturally, he sought the best leathers and the most 
skillful cobbler. Naturally, he urged the shoe industry 
on and on toward making shoes everlasting. Naturally, 
too, he came to build smoother sidewalks and more 
substantial roads, Finally, he rode instead of walking; 
and that spread his shoe-using energies over a much 
longer period. 


SHOE, considered solely as a utility, can today be 
designed to fit low pedestrian energy. American 
makers seem to have overlooked this fact entirely; 
but the shrewd Czechoslovakian genius, the late Mr. 
Bata, anticipated the new trend and founded a colossal 
fortune on it.. He aimed at the ideal of the thirty-day 
shoe; and though he did not live to realize this dream, 
at least he saw it approach fulfillment. He understood 
that the ancient standards of shoemaking have been 
made obsolete by the modern city and its effortless 
transportation. He did not commit the blunder of the 
American manufacturers who tried to persuade city 


men to change shoes thrice daily. He sought rather to 
sell them twelve or more very cheap, flimsy pairs a 
year, to be worn in quick succession. This is a wholly 
different matter, especially from the point of view of 
consumption energy. To change shoes thrice daily 
involves considerable effort apart from tying and 
untying shoe laces. But wearing one pair daily and 
getting a new pair once a month is much easier. It 
may prove more than interesting to try out Bata’s 
idea on the American shoe buyer. Some large class 
might favor it, and so a new fortune would be founded. 


OW, some manufacturers and salesmen with whom 

I have discussed the issue have assumed that they 

can escape the predicament of use-energies by persuad- 
ing people to buy shoes as fashion articles. 

“A woman,” say they, “who buys fancy dancing 
pumps at fifteen dollars a pair isn’t going to wear them 
until they fall apart. She'll discard them as soon as a 
new style comes in. She won’t be seen in out-of-date 
pumps on a dance hall floor. So, you see, we get 
away from the old bugaboo.” 

But do they escape it? Not at all! They have 
exchanged one bugaboo for another; and perhaps, in 
so doing, they have jumped from the frying pan into 
the fire. They have ignored the collateral energies 
involved in using style shoes. Let us look carefully 
at the young lady who buys the stylish dancing pumps. 

She takes them home. Then what? Will she be 
satisfied to put the dainty creations under glass in the 
parlor, where her young men callers may see them? 
Will she enjoy them to full simply by sitting around at 
home with them on her little feet? Well, not if we 
know our Susie! She must sally forth and dance. That 
means, among other things, getting suitable stockings 
and gowns, the right rouge, the appropriate hat, and 
incidentally the right escort. It means making dates, 
riding in taxicabs or the escort’s own car, sitting up 
late, losing sleep in all probability, and romping for 
miles and miles over waxed floors to the lilt of music. 

Has any shoe expert ever attached pedometers to 
dancing damsels? Do they travel as far as the humble 
toiler ere they discard a pair of shoes? It may well be 
worth inquiry. In any case, I know that even the most 
stylish pumps must claim a certain substantial mileaze; 
and they will not satisfy their owner on less. 

Style-goods makers pay far too little attention to the 
energy required in doing things incidental and indis- 
pensible to the proper use of fashionable clothes, 
jewels, cars, homes, and the like. True, everybody 
recognizes the broad fact, but nobody seems to penetrate 
to its heart. “It isn’t the first cost, but it’s the upkeep 
that counts.” This old saying can be translated into the 
field of energies with a fresh meaning. It isn’t the 
effort of putting on the new dancing pumps nor the 
exertion of moving across the dance-hall floor that 

[TURN TO PAGE 39, PLEASE] 
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“Something to Write Ads About” 


Southwestern Merchants Too Close to Mexico 
to Find Anything Exciting in Mexican Fashions 


By ANN BRADSHAW 


ad XICAN red shoes? 
M “For the Southwest? Well, not so much. 

It’s a good idea. Something to write ads 
about, but let the rest of the country rave over the 
Mexican influence in fashion. We’re too close to Mexico 
to find anything exciting about Mexican influence in 
shoes. Down this way excursions into Mexico too often 
mean morning-after headaches. Mostly, Southwestern 
women customers will wear blue shoes this spring 
and summer, also brown with white, pastel tones, white 
with pastel tones—and much plain white.” 

So ran the style forum discussion, led by Chairman 
George Baum and enlivened by President W. A. Har- 
ris, at the convention of the Texas-Oklahoma Shoe 
Retailers’ Association in Dallas, Jan. 28-31. Without 
benefit of women stylists to direct their fashion ideas, 
shoe merchants of the Southwest gave free vent to 


their opinions and had their say about shoe styles of 
the present and near-future. ° 

CHAIRMAN Baum (Big-Four Store, Corsicana, 
Texas) : “About this Mexican red, do you think it will 
have much acceptance in our part of the country?” 

PRESIDENT Harris (Washer Bros., Ft. Worth, Texas) : 
“It won’t be any good here in a closed shoe except, 
perhaps, in a cheap pattern. Although this Mexican 
style influence is important in millinery and other ap- 
parel this season, it is too treacherous for the shoe 
buyer. We don’t feel that we would enjoy enough 
volume in red to justify stocking it.” 

Cart MuELLeR (Carl Mueller Store, Austin, Texas) : 
“We don’t anticipate any business in red shoes or feel 
that the Mexican influence will affect our business.” 

Gus Daniets (Walkover, Ft. Worth, Texas): “We 
feel that there will be a definite demand for red shoes 
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because we are already having calls for them, but we 
do not anticipate any sizeable business in red shoes.” 

CHAIRMAN Baum: “We've found that black and 
white is dead in women’s shoes, even in their spectator 
sports shoes.” 

Mr. DanieEts: “Brown and white is the thing now, 
not black and white. Also, all over white sports shoes.” 

Mr. Harris: “Calls for brown have been coming in 
the last two weeks, but we can’t see solid brown con- 
tinuing unless bad weather hits us through February. 
I believe this is going to be the biggest blue season 
we've ever had after this rage of brown to wear with 
the gold dresses so high in fashion now. We've antici- 
pated a demand for gray, too. Expect to have plenty 
of demand for it.” 

Mr: Daniets: “Gray? We feel that gray will sell 
only in cheap shoes this spring.” 

Joe Dacy (Cinderella Shop, Austin, Texas): “We 
believe in gray to the extent of showing 15 patterns 
in it at the moment.” 

Mr. Daniets: “We are sponsoring gray only spar- 
ingly in better grade shoes.” 

CHairMAN Baum: “What about the immediate fu- 
ture of the sandal?” 

Mr. Dantets: “We believe in open sandals for this 
spring and summer, and have bought a big stock of 
them, all on Bs in open toes. At present they are 
going over mostly in patent. We expect acceptance 
of them in blue, in blue interwoven with red, pastel 


pink and all white in the high heel patterns. In the 
low heel range, we have bought them in almost every 
color combination. A world of open-toe sandals of the 
type to be sold at $3.95 retail will be merchandised in 
Texas this year.” 

Mr. Harris: “We are sponsoring an open-toe sandal 
to sell at $8.50, but the sandal situation, as I see it, 
lies in the $1.95 to $5 class, not in the $10 to $20 
class.” 

Mr. Daniets: “After Easter, sandals ought to be a 
big hit in this hot weather country when girls will 
wear them without hose and will paint their toe nails.” 

CHAIRMAN Baum: “What is the proper height heels 
for sandals?” 

Mr. DanteEts: “All heels will be good.” 

CHAIRMAN Baum: “What leathers do you think will 
be good? How about pinseal in a plain toe oxford to 
sell at $8.50?” 

Mr. Daniets: “Small print leathers are excellent, 
particularly porcupine and pinseal.” 

CHaiRMAN Baum: “Glazed mandruca is a very pretty 
leather. Do you think perforations will be good 
again?” 

Mr. Dacy: “Not as good in closed shoes.” 

Mr. MvuE.teR: “They’ll like perforations again this 
year.” 

Mr. Dantes: “Light and airy shoes sell better. 
There is no sales resistance to perforated shoes.” 

[TURN TO PAGE 39, PLEASE] 


WHAT TEXAS SHOE MERCHANTS ARE SHOWING 


Illustrated at the top of the opposite page are new Spring shoes from the collections 
in the Dallas stores during the joint meeting of Texas-Oklahoma Retailers’ Association 
and Southwestern Shoe Travelers’ Association. All types from dress through active 
sports that are being favored by Southwestern women are represented. 


No. 1, white cape seal walking pump with flat leather heel from Neiman- Marcus 


Company. 


No. 2, blue kid side-tie with Schiaparelli’s design in feather stitching from Sanger Bros. 
No. 3, sea-breeze calf in Admiral blue with touches of gray, developed in-perforated 


T-strap, from Titche-Goettinger Company. 


No. 4, satin evening sandal, dyeable in any color, from W. A. Green Company. 
No. 5, evening slipper in silk moire and kid from Nisley’s. 
No. 6, white buckskin pump trimmed in brown kid, continental heel, from Paul's. 
No. 7, tie-pump with unusual throat treatment, brown or black kid, from La Mode. 
‘ No. 8, Hollywood slack of white buckskin with square perforations and silver hooks 


for lacing from A. Harris & Company. 


No. 9, fabric pump with trim of baby boa and tailored flat bow, in Nu- Brown or Nu- 


Navy, from Volk Bros. 


No. 10, gaiterstyle featuring new “little vamp in kid with square-cut vuitinnnene 


from Baker Shoe Store. 


No. 1l, the new “tree-bark” leather developed in a ghillie tie with continental heel 


from Dreyfuss & Son. 
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FROM FINE MAKERS 


Morne 12-59 


Shoes are a perilous give-away of character! So 
says the latest edition of Vogue, and continues: 
“You may be able to get away with cheap gew- 
gaws in the line of accessories . .. but shoes in- 
evitably show your taste and sense. They rc- 
quise thought, and a feeling of fitness, and a 
good appraisal of leathers and workmanship.” 
We present eight, frankly not inexpensive, 
which pass Vogue's test, for your consideration 
THIRD TLOOR SHOE SALONS 
SSBNEY 14.50 
(right) 


conret 14.50 
(ebowr) 


DINNERATS8 
by Palter and DeList’ 


13.50 


TEA AT THE 
RITZ 


by Seymoer Trey 
frames 12-90 tet 


12.50 


CHARGE PURCHASES 
BSILGED NOVEMBER i6r. 
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IDLE AD 


How a Department Store Buyer 
Plans His Advertising Appro- 
priation So as to Spend 
the Money Where It Will Pro- 
duce Maximum Results in Sales 


store shoe buyers is how they will spend their adver- 

tising appropriation so that it will produce the best 
results. In analyzing the past six months’ operations we have 
discovered some facts that are causing us considerable 
thought, facts that will greatly affect our 1934 shoe depart- 
ment operation policies. 

Considering our advertising as 100 per cent, we find that 
42 per cent of our advertising appropriation was spent on 
that proportion of our stock which, at regular prices, accounted 
for 78 per cent of the total shoe business throughout the store. 
To put this another way, 58 per cent of our advertising appro- 
priation was spent in selling 22 per cent of our shoes at sale 


()« of the most serious problems facing department 


prices. 

With the lesson of this analysis in mind, our 1934 program 
will be divided 75 per cent on regular lines at regular prices 
and 25 per cent for promotional or sale advertising. This 
latter figure will take care of all “store wide” and other promo- 
tional advertising expenditures, whatever the name or reason 
for the sales. 

The mistake that many of us buyers have made is that we 
have spent a great deal of time in planning and buying good 
bread and butter shoes and then, after they were on the shelves, 
we have expected them to sell themselves. Our 1934 policy 
does not mean that we will not give sufficient prominence to 
style*merchandise, but it does mean that we will endeavor to 
spend our money where it will bring back the greatest returns. 

Now here is another slant to this same problem. The regu- 
lar price lines in our women’s department are $6.00, $8.50 and 
$10.00. Our high style price range is from $12.50 up. (Ed. 
Note. By that Mr. Murphy means that his established price 
lines of $6.00, $8.50 and $10.00 are fixtures, while his high 
style shoes from $12.50 to $22.50 vary according to the cost 
and style value of the shoes.) 

Figured on a percentage basis, we have spent the following 
sums for advertising: $6.00 line advertising cost 414 per cent; 
$8.50 line advertising cost 44% per cent; $10.00 line adver- 
tising cost one per cent; $12.50 and up advertising cost 6 per 
cent. 

By increasing our advertising appropriation from 42 per 
cent to 75 per cent on shoes at regular prices, our 1934 appro- 
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1934 


DOLLARS TO WORK 


By J. W. MURPHY 


Shoe Merchandiser, The Higbee Co., Cleveland 


priation will approximately be as follows: $6.00 lines 
61% per cent; $8.50 lines 614 per cent; $10.00 lines 5 
per cent; $12.50 and up 14 per cent. Just as soon as a 
decided turn for more prosperous times is made mani- 
fest the appropriation for $10.00 shoes will be 
increased. 

So that these prices will not mislead anyone, the fol- 
lowing breakdown is given; the $6.00 line is a very 
broad one having no special features, but is one in 
which the style element is very vital; at $8.50 there are 
two divisions, No. 1, fashions turns; No. 2, a welt line 
having definite features as well as certain fashion 
angles. The price range of $12.50 and up is one 
entirely of fashion. 

A second problem facing shoe buyers is that ih style. 
Men who are high style minded like to buy the hottest 
things when they know that only one out of fifteen will 


“The mistake that many of us buyers have made,” 


says Mr. Murphy, 


prove to be a money maker. My 1934 policy will tend 
to be more conservative on high-style buying, but when 
I find a runner, I will hop on it. Then so many shoes 
will not go to the doghouse. 

There is a great tendency to buy trade names again. 
We do not hesitate to use the names of leading makers 
right in our advertising, as the long advertisement on 
the opposite page shows. Many people want to know the 
manufacturer. We believe that they should know. Dur- 
ing our recent sale, well known brands of shoes retail- 
ing at $8.50 and $10.00 were offered at $6.95 and the 
store aisles were blocked. Against this, a non-branded 
$10.00 shoe was offered at $5.85 under similar condi- 
tions and did not move. The department manager must 
study the consumer response to various kinds of adver- 
tising and chart his course accordingly. In this way he 
gets maximum returns from dollars spent. 


“is that we 


have spent a great deal of time in planning and buying good bread and butter shoes 
and then, after they were on the shelves, we have expected them to sell them- 


selves.” 


Hereafter this buyer plans to spend a major proportion of his advertising 


money to promote regular shoes at regular prices, and a smaller amount in ad- 


vertising sales. 


We think it's the 


Mae West influence 
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Is Further Restriction of Labor Hours Possible? 


that the United States is making real progress 

toward recovery is expressed in international 
trade. Foreign buying of commodities and capital 
goods in the United States is an indication that things 
are also improving the world over. 

For example, the report of the National Machine 
Tool Builders Association showed that more than half 
of the total current business being booked by this in- 
dustry is for foreign delivery. Of this foreign demand, 
a minor part only is from Russia. Stop and think for 
a moment what that means. It means, first, that private 
capital abroad is going into private enterprise abroad 
on a long-term basis. It means that foreign concerns 
are replacing obsolete equipment so that they can 
manufacture more cheaply and thus better contend with 
our depreciated dollars. These nations are buying 
here only that part of the equipment which they cannot 
make themselves—yet they are taking over half of the 
machine tools we are producing. 

There is somewhat of a warning in this to American 
concerns who are delaying the purchase of capital 
goods and equipment. Maybe they are waiting for the 
nationalization of labor on a thirty-hour week, which 
will force them to increase plant equipment to manu- 
facture all manner of goods. The inevitable conse- 
quence will be still greater difficulty in competition 
with foreign factories having unlimited labor hours. 
But the nationalization of labor on a thirty-hour week 
will cure unemployment and maybe that’s the first ob- 
jective of the Administration. 


QO NE of the most encouraging “futures” indicating 


AT a strange thing is dictatorship—even in its 
present benign form. Not so many years ago the 
RECORDER had an editorial as follows: 

“The nation is confronted with more work than ever 
before—ships to build, factories to enlarge, railroads 
to complete. About 30,000,000 men are at work. If 
they work ten hours a day that is 93,600,000,000 hours 
a year. If they work eight hours—74,880,000,000—a 
difference of 18,720,000,000 hours a year. At eight 
hours a day, this would mean that about 7,400,000 more 


men must be employed to do the work. And where 
are they to come from?” 

If we take the same arithmetic of hours and reduce 
it to thirty a week are we to create an artificial short- 
age and what are the consequences? Will we then 
find that our only market for goods will be within our 
own doors? It is indeed a problem that should be 
viewed not only from the necessity of the immediate 
unemployment situation but from the long range effect 
on international trade. 

In some cases we are seeing a new attitude on the 
part of labor expressed in reduction of output per per- 
son, as measured on the hour scale. In one shoe fac- 
tory in a small town, there is at the moment a shortage 
of labor. The labor employed is retarding output in 
an attempt to lengthen out the weeks of work. Wages 
have been increased considerably because of the mini- 
mum requirements under the code but the output de- 
creases because the workers automatically slow up 
production. 


E manufacturer is in a dilemma. He can’t bring 

in new labor for there is no surplus housing. He 

is contemplating moving to a larger city where there 

is a reservoir of labor. What will then happen to that 
small community? 

So you see the problem of hours of labor is a fun- 
damental one. A recent visitor to our shores from 
England looks upon the American experiment in short- 
ening hours as being a great social error. He antici- 
pates labor disorders and social disorders from the 
artificially shortened work week. He is of the belief 
that six-hours work, five days a week, is too short— 
for industry cannot afford the burden of the high 
wages that will be necessary to maintain the American 
standard of living. He believes that the ambitious 
workman, who has a capacity for more labor in the 
hope of more income, will become dissatisfied, while a 
workman who loves his leisure will become commu- 
nistic in his demands for more money than the busi- 
ness can naturally pay. He leaves us with the saying: 
“It’s the hope of reward that sweetens labor; and any 
system that prevents that bears watching.” 
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Ne Channel to weaken or 
cause ridges. 


dah 
“§ 
No Filler to shift, bY 
stiffen. (Note Flexi . 


And these same exclusive features, incorporating 
basic principles of construction fully covered by 
Patents, also protect your juvenile shoe business. 





























For Pied Piper Shoes, in addition to one-piece 
tailored quarters and seamless quarter linings, 
offer the advantages of Genuine 100% Good- 
year Welt Construction PLUS strictly non- 
competitive features made possible only by the 
application of a thoroughly proved Patented 
Process. These features are available in no other 


Seamless shoes at any price. 


: Canoe Put these advantages to work for you. Their 

A feature that contrib- _ 
wok se poloomncg business-building, customer-holding power has 
been definitely established in many of America's 


finest stores. 








SEAMLESS 
FOR STRENGTH 





Write for details of our liberal 
sales-making cooperation and for 
your copy of the New Spring Pied 
Piper catalog—now on the press. 


Marathon Shoe Coy 
ee WAUSAU, WISCONSIN 
One-Piece RIS Ls MANUFACTURERS OF JUVENILE FOOTWEAR 
Tailored Quarter ..* Z . EXCLUSIVELY SINCE 1914 


No back seam where 
strain is greatest-—yet 
quarters are tailored, like 
fine clothes, to fit the 
foot. 
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Profit-Paying Shoe Windows 


Start the Spring Season by Stressing Style and Quality 








An effective fashion shoe presentation by Stern Brothers, New York, which suggests a type of window treatment that is well adapted 
to the showing of new Spring styles. Note the novel manner in which the shoes are related to the accessories, and also to the costume 
ensemble as shown in the fashion figures sketched on the background. 


HAT are you planning to do with your win- 

\ y dows to make them sell more shoes and pro- 

duce better profits for you this Spring and 
Summer? Perhaps you haven’t thought of it in quite 
that way, for the average merchant, busy with a mul- 
titude of problems and responsibilities, is inclined to 
think of his window displays as one of the routine 
jobs of the shoe store, to be delegated if possible to 
one of the salesmen who may have a flair for this 
sort of thing, or possibly to be farmed out to some dis- 
play man whose business it is to take care of the win- 
dows of a number of stores. 

This practice of passing the display job to somebody 
who has the time and patience to do it is an excellent 
method of solving the problem provided the proprietor 
makes it his responsibility to see that the job is done 
right. Otherwise one of the most important promo- 
tional functions of the shoe store is likely to degenerate 
into a mere routine chore, to be done at intervals in 
a more or less perfunctory way. If this happens the 
windows soon reflect the indifference of the person 
who is responsible for them and become uninteresting 
to customers. 

Back of the actual job of designing and building your 


window displays lies the more important responsibility 
of planning a window program that will be in accord 
with the store’s merchandising and selling policies. A 
portion of the rent you pay for your store is spent 
for window space and you are neglecting your oppor- 
tunity if you fail to make the best use of it. Your 
windows are like the advertising space you buy from the 
newspapers. As space it has no value to you, but when 
used to convey ideas to thousands of people who read 
the papers, it can be made most valuable in selling 
shoes. The actual value of newspaper space or win- 
dow space is measured and determined by the ideas 
you put into the advertisements or the windows. 

Spring is the time of year when the public is re- 
ceptive to a sales appeal that is new and fresh, for this 
is the season when people are most keenly interested in 
the thought of new apparel and new shoes. It is the 
merchant’s business to make certain that his Spring 
windows reflect this newly awakened interest and to be 
sure they are fitting vehicles to convey to the public 
a favorable impression of the his new Spring mer- 
chandise. 

Spring windows should be original and different 
from the general run of windows which the public 
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ONCE MORE 
_. WHITE DOMINATES 


and in the White Calf field Hubschman's beautiful, lustrous-finished 
White is outstanding! A calfskin of perfect adaptability and incom- 
parable quality, Tandrite White has a purity of color, tightness of 


break and mellowness of texture that are unsurpassed. 


The woman who is keenly aware of both style and quality will be 
instantly attracted to the season's unexcelled leader —Tandrite 


White Calfskin. 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 
TANNERS OF FINE CALF LEATHERS 


The “Gauntlet,” a glove-fitting pattern of 
the monk type by Gregory & Read Com- 
pany,lynn,Mass. Hubschman’s White Calf. 
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has been seeing all Winter. They should convey a 
strong seasonal sales appeal and should show a variety 
of styles for the new season. If you can devise some 
novel way of showing these styles and of focusing the 
attention of your customers on the shoes, it will make 
your displays much more effective. 

It is with this thought in mind that we illustrate this 
week the two very original windows, which in our 
judgment could easily be adapted to a Spring opening 
display. They are diametrically opposite, almost, in 
treatment, the Stern Brothers window being delicate 
and refined, the Geuting window bold and masculine. 
But each is original, convicing and well adapted to the 
presentation of its particular kind of merchandise. 

Showing shoes in cabinets, as in the Stern ad, focuses 
attention on the individual styles. The clever showing 
of accessories, plus the smart fashion figures, carries 
aut the ensemble idea. A window of this type would 
be an excellent medium for the presentation of the 
various styles of sandals which are expected to play 
such an important part in this Summer’s business. 

The Geuting. window was one of a series of quality 
presentations built around the “Distinguished” idea. In 
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addition to this one featuring “Geuting’s Distinguished 
Leathers,” there was one on “Distinguished Patterns,” 
another on “Distinguished Styles and Quality,” and so 
on. In explaining the purpose of the series, C. L. Em- 
bree, of the Geuting advertising staff, said: 

“Our windows are planned with the thought of con- 
veying ideas in relation to our merchandise, telling the 
different features in regard to craftsmanship, materials, 
lasts, quality, style and corrective footwear. We vary 
these into simple forms and different expressions so as 
to keep our windows attractive and interesting to the 
public. 

“The designs for our windows are first drafted to 
determine the manner of decoration and for presenting 
the shoes. We make the background and colors con- 
form to these ideas so as to form a clear and interest- 
ing illustration of our story. 

“In the photograph of the window shown you will 
note the caption in bold lettering, ‘Geuting’s Distin- 
guished Leathers.’ We present in this window four 
different leathers: First Bra-Grain (our own trade name 
for this imported leather), Luggage Calf, Briar Grain, 

[TURN TO PAGE 36, PLEASE] 


An admirable display of men’s shoes by Geuting’s, Philadelphia, in which four types of leather are shown, their advantages explained and 
the use of each demonstrated in a group of shoes. One of the series of Geuting windows built around the “Distinguished” idea to 
promote better quality in men’s shoes 
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A Treasure House of Merchandising Ideas 
in the DAILY SALES* SEND FOR YOUR 


To owners, and to merchandise and advertising managers 
of retail shoe stores, the “Daily Sales” has perhaps the 
same rich value that an auction catalogue of pictures 
might have to a dealer in fine arts. @ Through it you can 
study and compare and select a variety of advertisements 
that have been written and prepared for the use of shoe 
stores, and mats of which we will furnish you free to run 
over your own name in your local newspapers. @{ In addi- 
tion, the “Daily Sales” contains merchandising sugges- 
tions. It outlines plans whereby you can attract new 
customers and help to move all the lines you carry. It 





FREE COPY 


contains an article outlining the relative value of all of the 
different forms of local advertising that the ordinary store 
has at its disposal. It is rich in advertising ideas and sug- 
gestions. @ Send for your free copy. It comes to you 
entirely free and carrying no obligations of any kind. 
Address your request to the Kangaroo Association, 9th & 
Westmoreland Streets, Philadelphia, Pennsylvania. Just 
ask us to send you a copy of the “Daily Sales.” 





Australian KANGAROO tanned in AMERI CA 
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REAT encouragement for the future of the 

retail shoe business is derived by the Boor 

AND SHOE RECORDER, when we read what 
Paul W. Crawford tells us how necessary he has 
found the Recorper in his 25 years of business 
existence. 


We find a great source of satisfaction in the su- 
perior trade service rendered through the editorial 
pages being recognized by the son of a successful 
shoe merchant, who likewise finds equal benefit 
packed between profitable pages of the industry’s 
great national shoe weekly. 


Says Mr. Crawford: “My son, Kenneth, worked 
with me every Saturday in the store as a lad of 12. 
He developed natural ability as a salesman. 


“Later a hobby was formed for analyzing various 
departments of the stock—became interested in 
turn-over, profit and loss. 


“Completing a university course in business ad- 
ministration, he entered the industrial field of one 
of the nation’s giant corporations. Being tradition- 
ally a shoe man he left this position to live a life of 
shoes in our store. 
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“He has always been a very keen student of the 
Boot & SHOE REcorpDER, and, of course, now never 
misses an issue and reads it as carefully as if it 
were compulsory. 


“Since re-entering the business, he has succeeded 
in putting the Lima store on a more profitable and 
efficient basis, doing the same volume of: business 
with about 40 per cent less investment.” 


The Boot & SHor RECORDER pays a tribute to that 
new generation of shoe-minded juniors becom- 
ing associated with businesses, successfully and 
soundly founded, to be passed on from Father to 
Son. 


The dual appreciation, as expressed by Lima’s 
cooperating Crawfords, always stimulates our ef- 
fort to build a better REcorpDER. 


Displaying the shoe at an angle that traps the eye 
quickly is a principle of display well developed in 
this window, shown on opposite page, of Mearick- 
Ames, Inc., Dayton, Ohio. 


The Crawford Shoe Co. operate the shoe depart- 
ment in this retail establishment. 
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PROMOTION WORK SHEET 


Good Advertising Begins With a 
Good Plan; That's the Purpose 
of the Promotion Work Sheet 


By R. E. ANDRUSS 


UILDING up a well-rounded promotion pro- 
B gram is necessary if you are to take full ad- 
vantage of every opportunity to SELL REGU- 

LAR in 1934. 

When there’s no planned program, attention is very 
likely to be given only to outstanding events, such as 
Easter and Foot Health Week, to the neglect of other 
opportunities for added sales in March and April. 

The better plan is to discover and list every occa- 
sion, event and opportunity for featuring every line of 
footwear that you carry, then make up a work sheet 
to visualize the promotion possibilities for each month. 
Divide the space across for date, events, merchandise, 
newspaper, mail, windows, interior. (See example on 
opposite page.) 

All these, including the ruled lines, should be in 
ink. The set dates should be in ink also. Choose a 
paper whose surface will -permit erasing the pencil 
notations when necessary. 

First, list all of the events and occasions, local and 
national, that offer opportunities for promotion tie-ups. 

Then analyze your stock and list the lines to be 
promoted—first on a separate sheet, then entering them 
in the column marked MERCHANDISE, watching the 
timing by the calendar. 

Next, determine the promotion each shall be given 
at the time you have scheduled. (Their position in the 
chart shows this.) Star those promotions which you 
think should be major promotions; usually one major 
promotion idea for each week. 

Follow through by noting the newspaper space, with 
suggestions for the idea of the promotion; the direct- 
mail to be used; the window display to be given; the 
interior display to be used. 


March Promotion Calendar 


For style shoes in March you will probably want 
to feature style themes, such as leading colors, models, 
heels or materials, in a series of small ads the first 
ten days to two weeks. 

Then comes the opening—with or without a style 
show. From then on the ads for style shoes should 
tie up with garment fashions that are meeting with 
success locally, playing up the idea of correct shoes 
for various Easter customers. 

Don’t overlook National Business Women’s Week, 


March 11-17, sponsored by the National Federation of 
Business and Professional Women’s Clubs. A good 
tie-up for business women’s shoes. ; 

St. Patrick’s Day calls for evening slippers—com- 


bine list of dances scheduled in your ad. 


Check up on local events and sports for both men 
and women. How about fishing, hiking and other 
Spring sports? What country or golf club activities? 
What other events of local interest? 

Fishing boots might require a letter or postcard to 
fishermen, with just a small ad. Promotion for other 
special groups can also be limited. 

Men’s dress shoes will tie up with the colors and 
materials of clothing for Spring and Easter. 

Children’s shoes will have Easter promotion. Don’t 
overlook Girl Scouts Birthday, March 11. 

Rubbers will be wanted—use a simple package en- 
closure during March and have an ad ready set-up for 
rainy days. 

If, you handle hosiery and bags, they should be 
considered in your planning. 

Notice how the work sheet visualizes your whole 
promotion program for March, including the amount 
of advertising and display each promotion should 
receive. 

The next step is to work out each promotion idea. 
You will probably make notes in the chart as to the 
points to be played up for each promotion. 

Knowing the amount of your publicity appropria- 
tion you have budgeted for March, you can allot it 
among the various promotions according to their im- 
portance. 

April Promotion Calendar 
April 2—7 is National Foot Health Week 


This big event for feature shoes is usually a coop- 
erative effort. The great interest of the public in feet, 
fitting and feature shoes at this time should encourage 
you to do a thorough promotion job. 

The second week marks the opening of the baseball 
season. Spring sports of all kinds should be consid- 
ered, and proper shoes for golf, hiking, tennis and any 
other local active sports played up. ‘ 

Continue style shoe promotions—play up new foot- 
wear fashions. Not all women buy style shoes before 
Easter. Avoid mark-down sales the first part of April. 
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The public is educated to 
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consider mark-downs when fea- 
tured as a clearance of old 
and unwanted styles. Continue 
regular style promotions 
through the period of demand. 
Mark-downs can be made 
“quietly” on slow movers. 
About the middle of April let 
the mark-downs be played up, 
following with Spring clear- 
ances around the first of May. 
Some stores can tie up with 
National Gardens Week, which 
occurs the third week in April. 12 
The week preceding the first 13 
Sunday in May is National 14 
Boys’ Week. It’s a cross-over 15 
between April and May in 16 
1934, but begins in April, and 17 
should be considered then. 
Baby Week is often promoted 19 
in April—check up with your 20 
local §merchants—particularly 21 
department stores. 22 
April is the best month of 23 
the year for children’s shoes, 24 
according to the National Re- Sunday 
tail Dry Goods Association per- 26 
centages, which list 11.37% of 27 
year’s business done in this 28 
month. A school and college 29 
vacation follows Easter. be 
Boys’ clothing and children’s 31 
wear both move well—a key 
for your tie-up for advertising 
these shoes in the period be- 
tween Foot Health Week and Boys’ Week. 
Feature shoes to wear with men’s Spring Suits; it’s 
a good month for men’s shoes. Work shoes, and sport 
shoes, as well, should have due consideration in April. 
Don’t overlook bridal shoes—April is the big Spring 
month for weddings. Don’t overlook rubbers, hosiery 
and bags in your schedule. 
April 6 is Army Day. Daylight saving begins the 
last Sunday in April. 
Again we remind you, check up local dates, events 
and occasions that offer promotion tie-up opportunities. 


Sunday 


Plan Two Months Together 


Make up your March and April promotion work 
sheets at the same time, so that you’ll have the complete 
picture of these two important months of the Spring 
season. 


Events 


Spring Begins 


Palm Sunday 


Easter Saturday 


Merchandise Mail Interior 


March 11—17 National 
Business Women’s Week 


Girl Scouts Birthday 


St. Patrick’s Day 


Example of Monthly Promotion Work Sheet 


Distribute your monthly advertising budget for April 


among the various promotions, as suggested for March. 


Be sure to make notations of the selling appeals 
(selling points) that you want to play up for each 
promotion, as well as the various forms of publicity 
to be used for each promotion. 

The first draft of the work sheet will be a tentative 
plan. It’s flexible, and can be changed to meet your 
needs. Notice we suggested making notations in pencil. 

You may over-plan. That doesn’t hurt. Put down 
everything that might be helpful in your promotion 
plans for the two months. 

Later you can weed out some “weak sisters” and 
build up those that deserve more publicity. 

Be sure to build up each promotion as big as it 
deserves in proportion to its importance, and within 

[TURN TO PAGE 36, PLEASE] 
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TO SELL MORE SHOES 
DISPLAY MORE SHOES 


Tricky Window and Interior 
Displays Which Move Merchandise 


By J. Edw. Tufft 


ANY shoe stores on the West Coast are paying 
M considerable attention to the value of interest- 

ing interior displays. These merchants feel 
that the great majority of their stock is hidden from the 
public’s view and for that reason the throwing of the 
spot light on some one or group of items will result 
in many extra sales. Not only that, but displays of this 
sort tend to hold the customer interest. 

Many customers resent diréct suggestive selling. They 
will look at a shoe, hosiery or findings display. When 
they pick up some article of their own accord, the 
selling of that item is comparatively easy, so these Cali- 


fornia stores find. 


HE best hosiery salesman employed by the Schultz 

Shoe Company, Riverside, is a display set up in the 
entranceway, according to R. E. Winsler, one of the 
partners. 

The display consists of one pair of lady’s hose tacked 
to the face of a framed show card 40 inches high and 27 
inches wide, standing upright. The accompanying 
sketch illustrates the plan. Across the top is the brand 
name, and down one side are arrows calling attention 
to four features of the hose. On the other side is a 
price card, which is about 8 inches square and tacked to 
the face of the board so that price changes may readily 





be observed. Then there are a few words relative to 
the number of colors, weights, etc., in which the hose 
comes. 

The value of this display, says Mr. Winsler, is in the 
fact that any passerby may step to it, feel of the hose, 
consider its various features, and, if interested may 
enter the store to investigate farther. Where hundreds 
will stop and investigate the silent salesman’s offering, 
not a half a dozen would deliberately walk into the 
store to ask about hosiery. 

“Tllustrating the effectiveness of the display,” Mr. 
Winsler explained, “we remove the display for short 
periods so the public will not tire of it; and, when we 
do, our hosiery sales average about 9 pairs a day. When 
we put it out again, sales pick up and we'll average 21 
pairs a day. 

“Mr. Schultz and I select pairs of hose that our wives 
can wear. After a pair has been on display about two 
weeks, we replace it with a new pair and buy the old 
pair for our wives.” 


" HEN a man cannot make up his mind which 
+ pair of shoes he wants on the main floor we 
have found that ninety-nine times out of a hundred he 
can decide when he is taken to our little mezzanine 
room where we have a table of sixty samples all neatly 
and orderly arranged,” says H. D. French, manager of 
the French, Shriner and Urner shoe store in Los 


Angeles. 
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“It is complimentary to a man to show 
him a little special attention like this. 
When he sees an array of sixty dif- 
ferent styles and many materials be- 

fore him he feels that there is 

no reason for him not being 


Black’s Shoe Store 
shows their basement 
shoes in a display 
case over the depart- 
ment entrance. 
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NATURAL DRYING MAKES HAPPY HEELS 


You can save time and labor by drying 
fibre for counters artificially. But we put 
the fibre for Spaulding Counters out in 
our drying-field—because only this can 
give it the mellow, leather-like feel: that 
is reflected in the greater toughness and 
flexibility of the finished product. Natu- 
ral drying takes twice as long, but when 
your customer wears the shoe, she can 
feel the difference. And when she comes 
back to you for her next pair of shoes 
—well, you’ll know it. 







PAULDING' 


Counters 







NO OTHER PART OF THE SHOE MEANS SO MUCH 
AND COSTS SO LITTLE 
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SPECIFY 


SPAULDING 


Counters 
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pack To YOU 


the neat time thoy buy shoes. 


ARE THEY COMING 


The chances are good that they are—IF they feel that the 
last ones you sold them were smart, comfortable and full 
of wear. But no shoe can be smart if the counter twists 
the backseams. No shoe can be comfortable if the counter 
is stiff. No shoe can wear well if the counter isn’t strong. 
All of which means that the merchant who wants to keep 
his customers can’t afford to put inferior counters in his 
shoes—especially when Spaulding Counters assure perfect 
fit, utmost flexibility and supreme strength, all at a neg- 
ligible cost. When the counter counts for so much, to 
specify Spauldings is real economy. They are probably the 
most important improvement you can make in your shoes 
and still keep your prices right. Make your big invest- 


ments pay by making this wise little one! 
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A hosiery window card used by Schultz Shoe Co. 





able to select a pair of shoes, in other words, he feels 
the indecision must be his own fault, not ours. 

“Then, there are men who need a little privacy in 
order to make up their minds. There are others coming 
here, notably moving picture stars, who do not like to 
be stared at and can decide much more quickly when in 
a room by themselves. 

“This mezzanine room greatly increases our made to 
measure orders. Needless to say the man who can 
afford it will seldom stop with one pair when brought to 
the sample display room. He usually will take two. 
three, or four pairs.” 

So much for an upstairs room. Now to see what 
can be done toward attracting people to a lower selling 
level. 


Y building in a display case directly across the 

entrance of the stairway leading to the basement 
Black’s Shoe Store at 255 S. Broadway, Los Angeles, 
offers a new and effective way of getting the customer’s 
eye before he enters the store. 

This is an outside entrance leading to the basement 
directly from the sidewalk. It will be noticed that the 
case is at a level where the person going down stairs 
has to look directly into it whether he wants to or not. 
There is no other place he can look. 

The case is kept well illumined by inside lighting 
arrangements. It is an excellent place for odds and 
ends and special offerings. 


UNIQUE display rack which gives room for from 
sixty to seventy-five pairs of shoes takes care of 
all odds and ends in Karl’s Shoe Store in Pasadena and 
disposes of them much more rapidly than any other 
type of display rack ever used in that store, according 
to R. A. Grossman, manager of the store. 
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The unit is built similar to a pyramid save that the 
shelves are set at an angle like a series of projecting 
eaves one above the other. There are four “stories” one 
above the other and give something of the appearance 
of four perfectly square cottage roofs placed one above 
the other. 

These sloping shelves are always covered with color- 
ful crepe paper, usually orange, and the unit always 
sits in the most conspicuous spot in the store. A ribben 
of pliable cardboard runs perpendicularly midway be- 
tween corners. This is attached merely at the top and 
bottom while the ribbon as a whole rounds out in a 
graceful curve. 

The words “Odds and Ends” are painted on each 
cardboard ribbon. The flat surface at the top is also 
used for the display of very special values in odds and 
ends. 

After all is said and done, a shoe man does not make 
money keeping his shoes, hosiery and findings on his 
shelves. He makes money when he sells them—all of 
them, at a net profit. Customers are interested in fresh 
attractive displays which tell an interesting story. That 
is why so many people delight in roaming department 
and dime stores. They see most of the store’s stock 
right out on display, while in many shoe stores all they 
see is a collection of chairs and a great many shoe 
cartons. 

To turn your merchandise into dollars quickly and 
profitably, have it where the public can ‘see and handle 
it, says Grossman. 
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Karl’s Shoe Store gets rid of odds and ends on this display rack. 


























LEATHER MERCHANT VISITS EGYPT 
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is Goes a Mile for a Camel 


Cairo, Ecypt—Evidence that Amer- 
ican products circle the globe. Mounted 
on the camels with broad smiles are 
Mr. and Mrs. “Archie” Kaplan, the 
former a well-known member of the 
Colonial Tanning Company of Boston. 
Standing, left to right, are three na- 
tive members of Mr. Kaplan’s entour- 
age, and Jack Albert Sasson, represent- 
ing the Colonial Tanning Company in 





Egypt. Mr. Sasson also carries the 
Allied Kid Company’s leathers in Cairo. 

“Archie Kaplan” is circling the 
globe, visiting the many foreign agents 
of his company. He writes that when 
this picture was taken, he was practic- 
ing a new customer approach so that 
when the usual methods of American 
travel fail, he will be prepared to go 
after business on a camel if necessary. 














Edwin Perkins Brown 
[CONTINUED FROM PAGE 15] 


general agent of the Colorado Fuel and 
Iron Company, with headquarters at El 
Paso, Tex., remaining there until 1899 
when he became associated with the 
American Zinc, Lead and Smelting Com- 
pany at Joplin, Mo. 

In the Fall of 1899 he returned East 
and shortly thereafter became asso- 
ciated with the United Shoe Machinery 
Company, Boston, Mass. Coming to 
the corporation in his early manhood 
Mr. Brown’s services were a large 
factor in the upbuilding of its position 
in the business world. 

He became director and general man- 
ager of the corporation in March, 1911, 
and in July, 1917, he was made presi- 
dent, succeeding the late Sidney Wilmot 
Winslow. In 1927 he was made chair- 
man of the board and chairman of the 
executive committee, positions which he 
held at the time of his death. 

Mr. Brown’s humanitarian ideals 
found expression in a wide range of 
practical usefulness. He was a mem- 
ber of the board of overseers of the 
Boys’ Club of Boston, a member of 
the board of overseers of Boston Uni- 
versity, a trustee of the English High 





School, a member of the council of 
the Business Historical Society, Inc., 
associated with the Harvard Business 
School. 

His great love and appreciation of 
music was expressed in his devotion to 
the New England Conservatory of Mu- 
sic, where he was president of the 
board of trustees. 

In addition to the affairs of the 
United Shoe Machinery Corporation, 
Mr. Brown’s business activities covered 
a wide range. He was a director in 
the Herald-Travelers Corporation, di- 
rector in the British United Shoe Ma- 
chinery Company, Ltd., the Central 
Aguirre Sugar Company, J. C. Rhodes 
& Company, O. A. Miller Treeing Ma- 
chine Company, Old Colony Trust 
Company, S. A. Felton & Son Com- 
pany, S. O. & C. Company, Turner Tan- 
ning Machinery Company, Boston Mu- 
tual Life Insurance Company, and a 
cirector and member of the executive 
committee of the First National Bank 
of Boston. 

Mr. Brown had traveled extensively, 
visiting all parts of the world. In 
1928 he was, with Mrs. Brown and his 
daughter, in Tokio at the time of the 
terrific earthquake disaster in Japan. 

Mr. Brown was a member of the 
New England Shoe & Leather Asso- 
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ciation, Boston Boot & Shoe Club, Bos- 
ton Chamber of Commerce, the Union 
League Club of New York, the Brook- 
line Country Club, the Algonquin and 
University Clubs of Boston, Eastern 
Yacht Club and the Beacon Society. 

Mr. Brown is survived by his widow, 
who was Emma J. Todd of Boston be- 
fore their marriage Sept. 26, 1894; a 
son, George R. Brown, of Newton, as- 
sociated with the United Shoe Machin- 
ery Corp., and a daughter, Mrs. Pres- 
ton Stephenson, of Newton. 

Funeral services at Grace Church, 
Newton, Mass., brought hundreds of 
friends and fellow workers in all fields 
of service to pay tribute to his memory. 


Profit Paying Shoe Windows 
[CONTINUED FROM PAGE 26] 


and Orianna. Under each of these trade 
names we have given a description of 
the leather telling of its quality and its 
particular use in shoes. We then show 
the leather hung over cromium bars 
which have shelves attached, so as to 
present also the shoes made from each 
leather. Then we divided the shoes into 
groups to show the particular styles 
and the prices at which they are sold.” 

Men are interested in the leather 
which goes into their shoes, its quali- 
ties and the uses for which it is adapt- 
ed. Thus an educational display of 
this character appeals to men and helps 
to sell them on the worth of the shoes. 
For a women’s shoe window the qual- 
ity appeal can be carried out more ef- 
fectively through the medium of a style 
presentation, as in the Stern window. 





Newell Returns to 
Equipment Field 


CHICAGO, ILL.—Stan Newell, as he is 
known to his many friends, who for a 
number of years was western manager 
for Hugh Lyons & Company, and then 
general sales manager, has recently 
become associated with the Grand 
Rapids Store Equipment Company in 
their Chicago office. 





Promotion Work Sheet 
[CONTINUED FROM PAGE 31] 


the limits of your finances and facilities. 

As the time for use approaches, give 
thought and study to ways and means 
of doing the best possible job on each 
promotion. Every store in the country, 
large or small, has faced curtailed pro- 
motion expenditure. They have found 
out planned effort and study cut ex- 
pense. The planned promotion, visual- 
ized in the monthly work sheets, is a 
definite practical help in getting the ut- 
most possible results for every adver- 
tising dollar. It means the difference 
between investing and mere spending of 
your publicity appropriation. 

It means “more pairs sold at a profit” 
—which is the aim of every keen mer- 
chant in 1934. 
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wa Sndersed b ae: DOZENS OF BOYS give Firestone Canvas Footwear 
“the works!” Wearing all types and styles they put this 


ROFESSIONALS sturdy, scientific footwear through a tough daily pace. 
Walking, running, skipping. Sliding, kicking, scuffing. 


AND! COACHES What better story to tell a mother? Here’s a real boy’s 
shoe — actually tested by boys. 


FIRESTONE FEATURES 
EVERY FEATURE in Firestone Canvas shoes has 


definite tested customer approval. Design, construc- 
tion, and style are endorsed by leading professional 


and amateur athletes, coaches, basketball players, ten- 


nis players, camp counselors, teachers, parents, and 


boys throughout the country. 


There, briefly, is your assurance of new sales peaks on 
BUILT-IN SPONGE RUBBER ARCH 2 , 
SUPPORT — Scientific support for the Firestone Canvas shoes. It isn’t our story. It’s the ap- 


heel and arch. Gives greater foot sureness, 


oe proval of the people who buy. That’s what you want. 


ture base. Endorsed by doctors. 


Write for complete information on the line. And look 


G wip for a personal call from your Firestone representative. 
4 
“ 


THE SANISOLE INSOLE — Tonic tor 
Pperspiring feet. Keeps shoe sweet and 
odorless. Cooler. More comfortable. 


SCIENTIFIC SOLE DESIGN — Will not 
cake up with dirt. No tracking in house. FIRESTON E FOOTWEAR co. 
Factories at HUDSON, MASS. 








GENERAL OFFICE: 141 BROOKLINE AVENUE, BOSTON 


“Copyright 1934, Firestone Footwear Co, 
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RED SHOES! 


Down South, just now, there's a wave of red acces- 
sories—red shoes, red bags, red hats. They're wear- 
ing them with navy, beige, grey, white, to celebrate 
Recovery, Repeal, and spring! What the South does 
now, the North does later. They'll soon be asking you 
for red shoes. Give them the brightest and best: 


LIPSTICK RED 
Vode Glazed Kid No. 45, 


For formal-informal shoes. 


Red Goona Goat Grain 
For sports and spectator shoes 


YIVWAN DARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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“Something to Write Ads About” 
[CONTINUED FROM PAGE 19] 


CHAIRMAN Baum: “Are you still 
doing tinting?” 

Mr. Harris: “Tinting has fallen off.” 

CHAIRMAN BaAuM: “Do you expect 
to do a good business in ventilated 
shoes for men?” 

Mr. SeEuLBy (Volk Bros., Dallas, 
Texas): “We do an excellent business 
in ventilated shoes. Being pioneers 
in ventilated shoes, we have experi- 
mented with them thoroughly. We 
have been very successful in pro- 
moting this special shoe type for 10 
years and developed it into one of our 
biggest summer types in $5 to $6 shoes 
and on up to $8. The workmanship is 
as good as on regular street shoes. The 
turnover is better, and there’s more 
money in it. We expect black and 
white to be good in ventilated shoes this 
summer. Ventilated shoes will be our 
biggest item, most likely, in men’s shoes 
this summer.” 

CHAIRMAN Baum: “What leathers 
do you expect to promote in men’s shoes 
for summer, Mr. Selby?” 

Mr. SELBY: “White bucks. Pig Calf. 
Whites will be stronger than for many 
years, stronger than any season since 
the days of canvas shoes.” 

CHAIRMAN BAuM: “Do you think it 
will be a season of beige, Mr. Selby?” 

Mr. SELBY: “No.” 

CHAIRMAN Baum: “Do you consider 
$8.50 a good price in ventilated shoes?” 
Mr. SELBY: “That is a little high.” 

PRESIDENT Harris: “I’m wondering 
if black and white will be a volume 
combination in men’s sports shoes.” 

Mr. SeEtBy: “Black and white will 
make up 75 to 85 per cent of our busi- 
ness in that line. It’s a good season 
for men’s two-tones.” 

Mr. MuELLeR: “Black and white, not 
brown and white, is our bet.” 

CHAIRMAN Baum: “What do you 
think of a plain toe shoe for this sea- 
son?” 

Mr. MuELLER: “A plain toe shoe in 
a man’s size looks pretty big.” 


The Tale of a Shoe 
[CONTINUED FROM PAGE 17] 


exhausts Susie, the shoe buyer. Rather 
is it the labor entailed by seeking the 
shoes, shopping from store to store, 
trying on many pairs, practicing new 
dance steps, getting stockings, gowns, 
hats, and lesser fripperies for a season 
of dancing, walking or riding to and 
from the dance hall, chatting with 
people there, eating and drinking be- 
tween dances, going home in the wee 
small hours, and so on. Here is a 
corner in the Web of Life, full of 
strands tightly interwoven. Once you 
step into the web at this point, you 
are caught by a hundred strands. 


McFarland With Lipman, Wolfe 


PorRTLAND, OrE.—R. C. McFarland, 
for the past three years with the J. C. 
Penney Company here, has been named 
as buyer for the Basement Shoe de- 
partment of Lipman, Wolfe Co. 
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THE TRICKIEST “LEISURE” SHOE 
OF THE SEASON 


ACKAR 


SPORTOCS 


PATENT PENDING 


For camping or tramping . . . . for tennis 
or squash ... . show SPORTOCS, with its 
buffer construction for comfort plus _pro- 
tection . . . . its crepe sole for flexibility 
and its extreme lightness. (Construction 
protected by Patent now pending). 


Be the first in your town to feature 
SPORTOCS ... . and cash in on the sea- 


son’s sensation. 


No. 761. .White Elk with Black Calf Saddle as illustrated 
...in all White Elk 
sein pasa & toeg 0. 0.6 65m oa 0m 0, 

B. C. D. widths 


Send for catalog SIXTY STYLES PACKARD SHOES 
“L” ‘illustrating IN STOCK 
all spring styles TO RETAIL FROM 


in stock. 


$5-50 4, $9.00 


M. A. PACKARD CO. 
BROCKTON, MASS. 
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Ellery Pendleton 
sells his wife a pair 


of shoes 

















(President of the Pendleton Fashion Company, makers of the well 
known Rose-Cloud Shoes, as later told to Bill Smith, Reporter) 
“Darling, there’s no escaping the truth ‘a prophet is without honor 
in his own country.’ Here am I, who select and approve the foot- 
wear for 1,173,856* women all over our great country (*1933 statis- 
tics), and I would no more attempt to advise you on your shoe pur- 
chases than I would fly. But I do want to show you this latest shoe. 
“Isn’t it beautiful! Our stylists designed that solely for the use of 
Black Glazed Kid. In black, it can adapt itself to harmonize with 
a much greater range of dresses than any colored shoe could. Yet it 
is composed and contrasted with such genius that of itself it seems 
to scintillate with color. There is not the slightest doubt in my 
mind that the sheer brilliance of the Surpass Kia of which it is made 
(the Surpass Company tans most of the kid we use) helps to create 
that effect. 
“Slip it on your foot for a moment and feel its 
pliability and softness. The last that shoe was made 
on is the most scientifically correct last we have 
yet developed—it is a brand new one. And of 
course the lining as well as the upper leather in 
that shoe comes from the Surpass Company. It is 
surprising how much a silky smooth, finely 





grained lining will add to the actual foot comfort of a shoe. 

“Who designed it? Lorenzo Pietri and Smith Anderson both 
had a hand in it. It is charming, isn’t it? 

“Surpass Kid is tanned so painstakingly and finished with 
such a careful glaze and complete lack of artificial surface that 
it seems to me they must really visualize the way the leather 
will look in the finished shoe and not just on the cutting table 
of our plant, and must consciously work to produce a kid that 
will improve in beauty as it is made into the shoe.” 

“Well, give it back to me... What? ... Of course you can 
have the pair! ... I quite admire your choice.” 


%& Tanners of Black and Colored Glazed Kid for outside stock 
and linings . . . of Ribbed Calluna Kid and Crushed Cal- 
luna Kid ... of genuine Black Glazed Kangaroo. Execu- 

tive Offices, 9th and Westmoreland Sts., Philadelphia. 

Branches, New York, London (England), Boston, Milwaukee, 

— Cincinnati, St. Louis. 

ae 


=<SURPASS 
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LEATHER CO. 
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Best Bote 


dow t know they lead a 


\ [uA | IFE 


— Tread cia 
Shoes number among their 
most loyal friends twovery dis- 
tinctclassesofmencustomers. 


Your young man about 
town sees only the smart 
style of these Brownbilt Tread 
Straight Shoes. He buys them 
because they please his eye. 
He gratefully accepts the add- 
ed comfort and perfect fit 
that comes with the Tread 
Straight features. 


Your older men customers, 
and those with tender or weak 


Brown bilt 
a. 
qg? ad? 
Shoes for 


Men 


feet, buy them for their Tread 
Straight features, happy that 
such delightful foot freedom 
comes in such good-looking 
shoes. 

Thus you can make one 
stock do the work of two, 
and greatly increase turn- 
over and profits. It’s being 
done by some of America’s 
smartest men’s shoe mer- 
chandisers. Write for V8 
further details. id 


WE 00 ova raat 


Wreww aoe Gouger 
MANUFACTURERS-—SAINT LOUIS 
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This popular type 
of shoe construction 
is found in a wide 


range of smart styles 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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PRESTIGE 

Y PLUS : 
\CONFIDENCE ij, = 
ING 
PROFITS 







Prestige is a fine thing and Poll Parrots 
have it aplenty, but from the retailer's 
standpoint the best and only test of the 





worth of any line of merchandise is its 
ability to sell fast and earn a profit 
through the years.. and at the same 


time to build confidence and good~ 





will for the establishment where 


CLELELELILIL: 





it is sold. 









In these respects P oll Parrot 
shoes lead the field in juvenile 


footwear. 


Poll-P; =e. The Poll Parrot line includes 
- a wide range of styles, pat- 
; 
¥ 


terns and leathers for big 


FAVORITE BINE OF. 


boys, big girls, misses and 
_ JUVENILE FOOTWEAR 








N, Eocomanae \ 
ROBERTS, JOHNSON & RAND 


Vat Val ol alo} Mil al d-1 dol Vafolal-4 Mts) alot Be OF) 
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What About 


The Manufacturer 


The largest manufacturer of shoes 
in the world, manufacturing from the raw materials all 
parts of each shoe (except metal parts); each tannery 
specializing on the tannage of one particular type of 
leather; each factory specializing on one grade of one 
type of shoe.... better shoes at a lower price, in stock. 
All this is your advantage over competition when you 


sell City Club and Park Plaza Shoes. 





OF INTERNATIONAL 
OMPANY...ST.LOUIS 
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NATIONAL NEWS 











» HOW’S BUSINESS 4< 





Better Business, Reports 
Eighth District 


The monthly review of business just 
released from St. Louis for the Eighth 
Federal Reserve District reports con- 
tinuance of business improvement with 
the comment that “reports relative to 
trade, both retail and wholesale, were 
on the whole most favorable since last 
Summer.” 

The report on shoe manufacturing 
and wholesaling reads as follows: 
“There was the usual seasonal contrac- 
tion in volume of business from No- 
vember to December, but the increase 
was smaller than the average during 
the past decade. 

“Total sales of reporting firms in 
December were about one-half smaller 
than in November, but 28 per cent 
greater than for December, 1932. Stocks 
on Jan. 1 were greater by 54 per cent 
than a month earlier but 4 per cent 
smaller than on Jan. 1, 1933. 

“In the yearly sales comparison in- 
creases were general through the en- 
tire line, but most pronounced in better 
grades of footwear and specialties, in- 
cluding sport shoes. 

“As compared with the preceding 
thirty days, there were no _ price 
changes worthy of note, but the general 
level of averages about 15 per cent 
higher than a year ago, according to 
estimates of several leading firms. 
Eighth District production in Decem- 
ber was about 5 per cent below Novem- 
ber total, but approximately 10 per 
cent greater than in December, 1932.” 





Factory Improvement 


BrockTon, Mass.—A definite spurt 
in production and with indication of a 
further increase in the medium priced 
lines was in evidence in and around 
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EVERY WEEK 











Brockton and South Shoe factories the 
past week. 

While a number of leading makers 
are busy on sport shoes with a likeli- 
hood that the coming summer season 
is going to be the banner season for 
general sports wear, many leading 
houses from Stacy-Adams down to the 
volume makers are running on in- 
creased schedules. 

In the medium priced lines one can 
find in Brockton, M. A. Packard, Stone- 
Tarlow Company, C. A. Eaton Co., 
E. E. Taylor, Brockton Co-Operative 
and the W. L. Douglas factory showing 
a definite improvement, while at South 
Weymouth, Stetson Shoe Company are 
unusually busy. Commonwealth Shoe 
at Whitman reports receiving many 
rush orders the past two weeks for 
Easter delivery. 

George E. Keith Company’s men and 
women’s factories have been busy in 
recent weeks and the Walk-Over’s new 
Cabana pattern is destined for even 
greater popularity this season, accord- 
ing to a recent survey made among 
the company’s retail store managers. 

At Abington the C. H. Alden Com- 
pany, one of the South Shore’s quality 
houses, is busily engaged on Easter 
orders making staple patterns that will 
assure their workers of a good schedule, 
and following this a new run of sport 
patterns promises to keep this high 
grade factory active. 

At North Abington, Conrad Shoe 
Company have started on their new 





SEAMLESS CAST SHOE 


Moscow, Russia—A seamless cast shoe has 
been produced here. The method consists of 
immersing a perforated, hollow last in a liquid 
mass of cardboard base and pumping all the air 
from the last. The cardboard mass congeals 
on the last and takes the form of a shoe. After 
it is dry, the last is pulled. The completed shoe 
is extremely light in weight and costs between 
20 and 30 kopeks, and will be wearable as 
house slipper or for summer sports. 

















schedule and with several new features 
this well known South Shore factory 
is destined for a lengthy run before 
it starts on its well known light weight 
shoe production. 

E. T. Wright at Rockland while not 
at capacity production the past season 
has an exceptionally steady run on 
its Arch-Preserver and Measure-Made 
line and backed by a new merchandis- 
ing campaign both lines are destined 
for real production before March 1. 





Decreases Capital Stock 


BALTIMORE, Mp.—The Muskin Shoe 
Co., this city, has decreased its capital 
stock to 3160 shares of preferred, each 
having a par value of $100 or a total 
monetary value of $316,000 and 12,- 
188 shares of common stock of no par. 





Shows 20% Sales Gain 


York, Pa.—A 20 per cent increase 
in business in 1983 over 1932 was re- 
ported by managers of the Haines shoe 
stores, at the annual meeting ‘of the 
company, held here on Jan. 18. At the 
meeting Mahlon N. Haines, owner of 
the chain of some 50 stores, awarded 
prizes to his managers. 





Imports Tons of Rubbers 


WASHINGTON, D. C.—Galoshes and 
overshoes to the amount of 361 tons, or 
more than 700,000 pounds, were im- 
ported by the Soviet during six months 
of 1933, according to figures from the 
American-Russian Chamber of Com- 
merce. And more are needed. 





Increases Capital Stock 


BALTIMORE, Mp.—The Clement & 
Ball Shoe Manufacturing Company, 
Baltimore, has increased its capital 
stock from 500 shares, par value $100 
each, to 750 shares, with the same par 
value per share. 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is sO fine that it is 





constantly imitated but never equalled 


uybSAC. 


Gi u U 1D | . GF j j ‘ 





ITS QUALITY 


is just as superior as its appearance 


ee > P] 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


BOSTON, MASSACHUSETTS 
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Checked Wool Crepe Sandals 


PASADENA, CAL.—Checked wool crepe 
open sandals in red and white, blue and 
white, and brown and white, with 
straps to match the predominating 
color and with high leather heels, 
priced at about $13.50 with bags to 
match priced at $6.50, are right now 
winning numbers at Huggins’, beauti- 
ful new Pasadena store, according to 
Ted Huggins, one of the proprietors. 
Red and white leads the group. 

A bright red morocco pump at $17.50, 
sold especially to accent a gray cos- 
tume with a red bag to match, is also 
a snappy seller right now. 

Huggins’ is also doing well with mar- 
cella cloth sandals in pastel shades 
ornamented with mesh inserts. 

A green Ghilli sports shoe with cloth 
base and crepe sole, usually with a 
morocco trim is also a hot number. 

With the first two numbers men- 
tioned bags are sold practically one 
hundred per cent. Each type is pro- 
moted by being shown alone in a win- 
dow and usually but one pair together 
with the bag and possibly hose to 
match. No hot novelty in this store is 
re-ordered regardless of the demand at 
the time for the merchandising strength 
lies in the refusal to promote any one 
novelty until it becomes common and 
loses its individualistic appeal. 





Sandals Everywhere at Miami 


Miami Beach, Fla—Miami Beach has been 
completely sandalized, from the practical affair 
for beach wear to the silver or gold kid and 
tinsel trifle for evenings. Great open spaces 
with a devastating strap or two are seen every- 
where. It is very noticeable that evening 
sandals have a low heel, indicating that women 
have either become comfort conscious when it 
comes to foot wear or are leaning toward 
youthful-minded shoes. 








Boys Oxfords Selling 


CHIcaGo, ILtL.—Volume selling in 
boys’ shoes at Marshall Field & Com- 
pany’s is in oxfords right now after a 
splendid season of hi-cuts. In oxfords, 
shoes are mostly brown elk, black elk 
and calfskin with shark or cordovan 
tips. Volume selling is at $5.75 in sizes 
2% to 6; $4.25 in 11% to 2; and $6.75 
in sizes 61% to 9. 

Many of these have steel shanks to 
give extra durability. In speaking of 
this here, it was said that merchandis- 
ing of boys’ shoes is greatly facilitated 
by explaining the mechanical details 
of the shoe to the young patrons. 
Boys from seven or eight on are in- 
terested in knowing “how things work” 
and in learning about what gives a 
shoe durability, ruggedness and what 
makes it hold its shape. Steel shanks 
and scuffless tips especially intrigue 
their interest while such points make 
no appeal to the young girl. 
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Early Spring Demands 


CLEVELAND, OHI0O—Variable weather 
in late January, including some high 
temperatures, brought out the first of 
the Spring shoppers with a rush. Al- 
though most of the shops were still in 
the midst of their Winter clearance 
season, warm days suddenly turned 
the public eye to Easter parades and 
light shoes began to get a play. This 
early buying leads local merchants to 
believe the Spring of 1934 will be de- 
cidely profitable, particularly since 
higher grade shoes are now moving 
well. Business has been decidedly im- 
proved for Cleveland retailers all 
Winter. Shopping crowds have been 
heavy in all northern Ohio cities. 





Sandalized Styles 


Boston, MAss.—Designers are up to 
their necks in sandalized styles, Grecian, 
Roman, Egyptian and modern patterns, 
straps for uppers, no counters in quar- 
ters, no boxes in toes, leather soles and 
low heels. 

Not much 
novelty. 


leather, but a lot of 





Selling Volume Work Shoes 


Pomona, CALIF.—The Triangle Shoe 
Company, one of the oldest shoe stores 
in Pomona, has put four main ideas 
into its system of building volume in 
work shoes, states C. R. Goff, one of the 
two proprietors. 

The first idea is a basement location 
with nothing else in the basement and 
an entrance to that basement which 
does not cause the customer to pass 
through the main store, yet causes him 
to glimpse the displays on the main 


floor. He comes in, turns to the right, 
and goes downstairs. He likes the 
privacy. 


The second idea is an outside display 
on an especially built rack. The rack 
holds fifteen shoes, and the customer 
can handle and get the feel of the shoes 
before coming inside. This rack is re- 
sponsible for 20 per cent of the new 
customers. 

The third idea is a pail of oil and an 
invitation to the customer to come back 
and have his shoes greased as often as 
he wants to. Dozens come back every 
two or three weeks. That maintains 
the contact permanently. 

The fourth idea is keeping a large 
stock of extra-large shoes. This brings 
people from a large area. “If you 
can’t get work shoes big enough any 
place else, then go to the Triangle!” 
is a slogan in the Pomona area, Mr. 
Goff thinks. 

G. G. Kirkpatrick is the other mem- 
ber of this firm. The store is a quality 
store serving the entire family. 





Blue Corner 


Boston, MAss.—Filene has a blue 
corner in its corner window, shoes, hats, 
and dresses, all of blue, and these of th 
new spring patterns. . 
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x*AMERICA* 
Goes Back to Work 
























































KIRKENDALL 
Service Boots 


Whistles are blowing, wheels are turn- 
ing! America’s millions are going back 
to work—outdoor work in which sturdy 
practical boots are a first consideration. 
Kirkendall’s “New Deal” Service Boot 
is especially designed and built to meet 
the needs of this tremendous new de- 
mand. A comfortable, good looking 
boot that will stand the gaff yet is light 
in weight. Easy to get on and off. 


Moderate price. 













“New Deal” Service 
Boots are available in: 
Black Waterproof 
Krom, #609, $8.50, 
and—Brown Retan, 
#607, $8.00. D widths 
are now on the floor; 
C widths ready March 
first. 
dealers, 


Sold only to 






Height—163/,” 


KIRKENDALL BOOT COMPANY 
OMAHA, NEBRASKA 







Airkendall 
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DEPARTMENT 


KANGAROO 
Shoes—always 
in demand 





WHAT A SHOE! 


A steady trade builder 
and profit producer. 


—that’s our 
“oo JIM ” 





The mellowness of a 2 
Kangaroo, its shape-holding, comfortable 
texture, with the refinement of style line, 
makes this truly the ‘last word” in Trade 
Builder shoes. 


Every try-on means a sale!! Why? Creat 
value, style, fit, comfort. 









IN STOCK 
Widths Sizes 
Be dwasecedderevcs 7 to 12 
C, BEB ........6 13 
_ 5 eee 5 to12 
Made to order — small 


extra charge 





“JIM” 


Ne. 5 last 
10¢ per pair extra west of Denver. 


QUICK SERVICE 


ALBANY,N.Y. LINCOLN, NEBR. 
Smith & Herrick Co. Branch Bros., Inc. 
ATLANTA, GA. LOS ANGELES, CALIF. 
Grambng & Coltineworth ‘Stewart-Dawes Shoe Co., Inc 
MAINE MEMPHIS, TENN. 
J. M. Arnold Shoe Co. Wm. R. Moore Dry Goods Co. 
BRISTOL, TENN. NASHVILLE, TENN. 
King Bros. Shoe Co. Neely, Harwell & Co. 
CHARLESTON, W.VA. NEW ORLEANS, LA. 
Duhon, Berry & Vinton, '< 
NEW YORK, N. Y. 
M.T. Shaw Shoe Co. of New York 


CINCINNATI, OHIO 
‘a Inc. 
CLEVELAND, O. 
The Whitney-Roth Shoe Co. 
DENVER, COLO. 
The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 
Amencan Cash Shoe Co. 
DUBUQUE, IOWA 
Merchants’ Supply Co 
FORT WORTH, TEX SIOUX CITY, IA. 
Hinckley-Tandy Leather Co. Earl F. Berg 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA. 
The Jefl Newberry Co. 
INDIANAPOLIS, IND. 
E. P. Bayless Shoe Co. 
LEXINGTON, KY ZANESVILLE, OHIO 
Adet-Lexington Dry Goods Co The Black & Grant 


M.T.SHAW INC. 


A A 
, ON 
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| BROWN-CENTRAL STORE PLAN CONVENTION 





St. Louis, Mo.—Over 300 independ- 
ent store plan owners of the Brown 
Shoe Co. and Central Shoe Co. at- 
tended the annual convention of these 
groups held recently in St. Louis. The 
merchants present were from all sec- 
tions east of the Rockies. 

A three-day session was held on Jan. 
23, 24 and 25, with educational meet- 
ings organized individually by each 
company and general sessions for the 
discussion of topics of interest to both 
groups. , 

The convention was organized and 
conducted by J. O. Moore, director of 
Brown Shoe Co., in charge of the Store 
Plan Division of the company. 

The convention was officially opened 
following a luncheon on Tuesday, Jan. 
23, when John A. Bush, president of 
the company, addressed the merchants. 

“The world is looking up,” Mr. Bush 
declared. “Big men, Republicans and 
Democrats alike, see < way out, though 
there may be pitfalls on the road. 
Every nation of the world is recover- 
ing. The United States alone can’t 
get out of the mire, but it can lead the 
way to better times. 

“To conform with the tendency of 
the times,” Mr. Bush advised, “the mer- 
chant must assume an aggressive rath- 
er than a passive attitude. And re- 
member no business man is a gambler. 
He is in business for one purpose, to 
make a reasonable profit.” 





Window display discussion of the Independent Store Plan Convention of the Brown 
Shoe Co., recently held in St. Louis, Mo. 


Speakers for the Brown Shoe Co. 
style departments were W. G. Hunt, 
H. W. Ostermeier, A. C. Mudge, A. G. 
Schmid and H. L. Corley. Advertising 
plans for 1934 were discussed by A. 
G. White, advertising manager, and his 
assistants, W. H. Blankenship and E. 
H. Gordon. 

Speakers for the Central Shoe Co., 
in addition to W. E. Tarlton, president 
and general manager of the company, 
were W. A. Menke, vice-president and 
advertising manager of the company, 
and his assistants, Herman Thomas and 
J. G. Doran. J. P. Reed, sales man- 
ager of company, was one of the prin- 
cipal speakers on the program. 

For the style departments the fol- 
lowing men in charge discussed the 
Spring styles: 

Novelties, W. G. Duffy; sport ox- 
fords, girls’ and children’s shoes, J. N. 
Crandall; men’s and boys’ shoes, R. O. 
Schoen. 

A banquet was held on Wednesday 
night, with operators from both firms 
attending. The principal address was 
made by T. F. James, vice-president 
and director of sales for the Brown 
Shoe Co. 

Following the close of the conven- 
tion, J. O. Moore departed for the Pa- 
cific Coast, where he will hold sectional 
conventions for store operators in the 
Western territory. 











New Brockton Factory 


Brockton, Mass.— The Lee Shoe 
Company, to manufacture boys, misses’ 
and children’s cemented stitchdown 
shoes, have started production at their 
new factory at East Railroad Avenue. 
The firm consisting of Henry Holstein 
and Samuel Mersky will feature en- 
tirely the cemented stitchdown shoe, 
recently perfected by Mr. Holstein. 





Newmarket Shoe Co. Starts 
NEWMARKET, N. H.—In celebration 

of the opening of the Newmarket Shoe 

Company, the first industry to come 


covery dinner” was tendered to A. 
Brenner and Leo Kesslen, officials of 
the Newmarket Shoe Company. 





New Slipper Manufacturer 


JersEY City, N. J.—A new slipper 
manufacturing concern has been start- 
ed at 26 Exchange Place. The mem- 
bers of the firm are George Naidor, 
Louis Epstein and Nick Locilento. The 
Neo Ped Company will manufacture 
new and improved footwear specialties 
in addition to their slippers. They are 
planning a production of 2500 pairs per 
day and are already manufacturing 





to this town in several years, a “re- 








1000 pairs of slippers per day. 








TH =v aH — Aas le 

















J. W. Bartlett Reelected 


BrockTon, Mass.—Bay State’s busi- 
est executive, Joseph W. Bartlett, Bos- 
ton attorney and State Chairman of the 
Government’s public work’s projects, 
was reelected president of the W. L. 





J. W. BARTLETT 


Douglas Shoe Co. Vice-president Paul 
C. Wolfer, who has been a most impor- 
tant factor in the reorganization of 
the Douglas Company, was retained in 
his present post, which also includes 
that of general manager. 

President Bartlett, in his report for 
the year, cited the operating loss of 
$69,000 for the year as compared with 
a loss of $1,300,000 last year and for 
$383,000 in 1931. He expressed him- 
self as highly optimistic as to the near 
future, and commented favorably on 
the fine showing the company made 
the past 12 months, as evidenced in 
its annual statement. 


“Ohio” Extra 


GIRARD, OHI0O—Ohio Leather Co. 
paid on Feb. 5, an extra dividend of 25 
cents cash. This in addition to 250 
shares of bank stock, distributed Jan. 
25. 








Patent on Pullovers 


Boston, Mass.—“Tommy” Atkins, of 
the United Shoe Pattern Co. has 
secured a patent on pullovers, the 
familiar sample shoes, his patents pro- 
viding for means of attaching a sole 
and heel temporarily, for one pullover 
after another, each being made to look 
like a completed shoe. 





New Lynn Firm 


LYNN, Mass.—Geller-Mees Co., newly 
formed by Sam Geller and Frank Meer, 
are starting up the Geller Shoe Co. 
factory, 48 Oxford Street, for making 
women’s popular price novelties. Mr. 
Mees was with A. M. Creighton, Brown 
Shoe Co., and others. 
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YOU WALK ON A CUSHION OF AIR en 
brings you 
new customers 































minimizes lost 
sales and walkouts 





35 STYLES & 
IN-STOCK 


AAA to EEE 
22 to 10 


Catalog sent on 
request 


ereates greater 
repeat business 


If you are interested in these three important 
factors, your duty to your business demands 
that you give these Plus feature AIR-TRED 
SHOES a trial. Besides up-to-the-minute 
style, perfect fit, exceptional quality and popu- 
lar price, AIR-TREDS have that easily demon- 
strated, exceptionally valuable PLUS sales 
feature—“‘You Walk on a Cushion of Air.” 


The idea sells the shoes. The performance 
keeps it sold. That is better than a shoe which 
cannot continue to sell itself after it gets on 
the foot. 


AIR-TREDS are carried in stock in fast-sell- 
ing numbers from AAA to EEE—214 to 10— 


and 


RETAIL AT $6.00 AND $6.50 


CLARICE 
W342—Black Kid. Gypsy Tie; 614 
Last; 15/8 Wood Heel. Stock AAA 
to D. $3.75 
W342-6—White Kid. AAA to D. 

$4.00 





W342-16—Brown Kid. AAA to D. 
4.00 


AULT 


SHACKFORD SHOE CO. 


AUBURN, MAINE 









50 
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WHERE TO BUY 
Men’s Shoes 








SHOES 


MEN’S FINE 
OLD COLONY SHOE CO. coeenree 


BOSTON 


NEW YORK @ 18 Mie oe. 


Marbridge Bidg. 








ORIGINAL 


Did, 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Il. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 


‘Tlettleton 


Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 




















» STORE CHANGES 4 





Buys Lewiston Store 


LEWISTON, Me. — Lamey-Wellehan 
have purchased the shoe business of 
Morrell & Marcotte, 13 Lisbon Street, 
and have already taken possession. 

Since the fire of about two months 
ago which destroyed the Lamey-Welle- 
han store, Daniel J. Wellehan, senior 
member of the firm, has been seeking 
suitable temporary quarters in which 
to carry on the business until the new 
block which he is to build on the old 
site is completed. 





Buys Controlling Interest 


DusuquE, Iowa.—A. Lincoln Bott, 
recently purchasing all other interests 
in the Bott Shoe Store, 640 Main 
Street, has named Bart D. Cain as 
manager. Mr. Bott has been with the 
store for many years in various ca- 
pacities. 
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SUCCESSFUL BUYING WEEK STAGED IN INDIANAPOLIS 








INDIANAPOLIS, IND.—About one hun- 
dred rooms were occupied for display- 
ing footwear by manufacturers in all 
parts of the United States at the 
Eleventh Annual Indiana Shoe Buyer’s 
Week at the Claypool Hotel in In- 
dianapolis, Feb. 4, 5, 6, under the aus- 
pices of the Shoe Travelers’ Associa- 
tion of Indiana. 

Buyers from the entire state flocked 
in on Sunday and the sales of the day 
averaged twenty-five per cent over a 
year ago. More than one hundred and 
twenty-five lines were on display, out- 
numbering last year’s exhibit by 
twenty-five per cent. Shoe merchants 
attending the gathering were more or 
less buying minded, and a careful sur- 
vey showed that business in general 
with shoemen over the state was from 
twenty-five to thirty-five per cent over 
last year at the same period. More 
than five hundred shoe merchants reg- 
istered the first two days. 

The meeting was a departure from 
the old style convention, there were no 
meetings, no speeches and no luncheons. 
It was all business. Fees were omitted, 
and the only entertainment feature was 
the grand ball on Tuesday night and 
the usual dance. 

According to salesmen, the price 
trend was decidedly upward. It was 
definitely said that white footwear will 
be most important at the first hint of 
Summer. Sandals have the lead and 
Indiana buyers showed a decided pref- 
erence to the heelless and_ toeless 








models. ‘Blues and grays will be the 
favorites for Spring, but white had 
no rival for summer and southern wear. 

Combinations did not appeal to buy- 
ers, although waffle pique, one of the 
new fabrics in white sandals, went over. 
Checked, striped, polka-dot and other 
colors made a strong appeal in san- 
dals, and buyers were attracted by the 
rhinestone, pearl and other metallic 
trims. Heels seem to be on the descent, 
and many of the formal sandals have 
baby Louis or even lower heels. Buyers 
took to these models. 

Some unusual and smart models in 
men’s footwear were on display with 
“hand pegged” arch, to. give comfort 
and amazing support to the foot. Ex- 
tremely modern “air-cooled” ‘toes, 
white “ventilated” buckskins were 
favorably accepted, some in combina- 
tions,, but~ plain white in decided 
preference. 

While buying was along conservative 
lines, and for,immediate needs, it was 
referred to) as pre-Easter business. 
Practically all exhibitors reported sales 
far ahead those of last year for the 
same period. 

The Indiana Shoe Travelers’ and 
buyers were unanimous in their op- 
timism, and look forward to a splendid 
business during the coming seasons. 
White footwear was unanimously de- 
clared the best seller, and a careful 
check showed that buyers took to it 
with confidence. 








Berg Opens in Miami 


MIAMI, FLa.—Joseph Berg for 
many years connected with the Na- 
tional Shoe Co. of Savannah, Ga., and 
later with the Quality Shoe Shop, 
Miami, has opened a high class shoe 
store at 114 North Miami Ave. The 
store is operating under the name of 
“Crosby’s Shoes.” Henry Berg is 
manager. He reports a most satis- 
factory opening business. 





Leaves Stewart Partnership 


Iowa City, IowaA—The Stewart Shoe 
Co. launched a partnership dissolution 
sale Jan. 24, following the announce- 
ment by Miss M. Alice Stewart that she 
would withdraw from the business con- 
ducted by her father, W. Hal Stewart, 
and founded 48 years ago by her grand- 
father, the late M. M. Stewart. Miss 
Stewart entered the company in 1924 
after being graduated from the State 
University of Iowa. 





Shoe Store Change 


CLEVELAND, OHIO.—The Blyn Shoe 
Co. store at 410 Euclid Avenue has just 
been closed. 

The Edison Shoe Co. of St. Louis will 
open a Burt’s shoe store in the same 
location. 








Miller Bros. Back in Business 


CLEVELAND, OHIO.—P. L. Miller and 
C. A. Miller, who formerly operated 
the 18 Miller United Shoe Stores in 
Cleveland, recently opened a shoe store 
under the name of Miller Bros. at 6307 
St. Clair Ave. This is one of their 
former locations. 





Enlarges Business 


BOULDER, CoLO.—The La Torra Shoe 
Co. headquartered here recently opened 
a new women’s and children’s depart- 
ment in the State Dry Goods Co. at 
Fort Collins, Colo., under the manage- 
ment of Richard La Torra. The sec- 
tion is now handling Foot Saver, Red 
Cross and Pedigo lines, but this Spring 
will expand into men’s shoes and may 
add some other women’s lines. 





Two Stores Move 


PASADENA, CAL. — Irwin’s Shoe 
Store, formerly located at 15 N. Fair 
Oaks Avenue, has moved to 63 East 
Colorado Street. Stewart’s Shoe Store, 
which formerly occupied this latter lo- 
cation, has moved to a more central 
location on Colorado Street, and is now 
known as Stoner’s Shoe Store. Both 
stores feature popular price shoes. 
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Announcing a New 


Made over Brouwer’s Research 
Last No. 8 


24 ~=«prs. 


No. 1953 


Brown and 
white, black 
and white, all 
white or smok- 
- Rubber 
Sole and Heel. 





Inexpensive All Leather 
“PLA- SHU” and “PLA-SANDAL”’’ 


U CO PROCESS, no staples, 
tacks or nails. 


Popular Price. 
Hygienic Health Shoes. 


Porous leather used. 


Sand with Brown Trim 


to the case, 
stocked with leather spring heel. 
others carry rubber heels. 


Order Early 
to insure prompt 


Women’s and 
Growing Girls’ 
Sandal 


Write for circular listing 15 features of the “Pla-Shu.”? 


MONDL MFG. CO. 


Oshkosh, Wisconsin 


MULESKIN 


1262 


Sizes 6-11 
All 


Princess Tassels? 


He will be 
glad to do it. 
Delivery 








Princess 


Tassels add 


that necessary 
extra touch of 
smartness which 


means more sales 


Pat. No. 1896060 
Is there any better reason 
for telling your manufacturer 
to ship your spring stock with 


E. E. WELLER CO. 
33 EDDY ST. 
PROVIDENCE, R. I. 





TRADE LITERATURE 


Enlarges Stock Department 


PHILADELPHIA, Pa.—The J. Edwards 
Co. have presented their in-stock line 
of juvenile shoes for Spring and Sum- 
mer ’34 in an attractive pocket size 
catalog. Approximately sixty various 
styles in welts and turns are neatly 
illustrated. The stock department has 
been substantially enlarged to meet 
trade requirements. 


Arnold’s Finest Catalog 


SouTH WEYMOUTH, Mass.—No small 
praise must be given the M. N. Arnold 
Shoe Co. for their latest catalog on 
in-stock “Authentics,” golf and sport 
shoes. Illustrated with drawings by 
the famous John Held, Jr. and artistic 
“bleededge” photographs, it is a beauty 
from cover to cover. Here is a catalog 
which should be well worth the ex- 
pense entailed, for it has “Sales-appeal” 
with a capital “S.” 


Tupper’s Portfolio 


BROOKLYN, N. Y.—An artistic port- 
folio of their many and varied slippers 
has recently been issued by the Tupper 
Slipper Co. of this city. Besides wo- 
men’s slippers, there are also illustrated 
a few styles in children’s and men’s. 





Dorothy Dodd—Queen Quality 


Sr. Louis, Mo.—International’s hand- 
some catalogs of their Dorothy Dodd 
and Queen Quality in-stock styles for 
Spring and Summer have recently been 
presented to the trade. Enclosed are 
blanks to insure fast in-stock service, 
with envelopes. The majority of the 
shoes are made either by the Sbicca 
or Super-Flex process. 


Aymar-Yeager Move 


CLEVELAND, OHI0—The retail firm 
of Aymar-Yeager, Inc., formerly of 
1901 Euclid Avenue, has moved to 1514 
Euclid Avenue. The site was formerly 
occupied by the Myrod Shoe Company. 
Aymar-Yeager will continue to use the 
name “Myrod” for their lower price 
range merchandise, while also continu- 
ing their regular quality line handled 
over the past nine years. 

Ed Aymar, president and manager 
of the firm, is well known to the shoe 
industry, having been buyer of the 
Halle Bros. Co. shoe department for a 
period of 18 years. He was the first 
buyer in Cleveland to introduce high- 
grade women’s shoes back in 1907. 
Prior to that time about $5 was con- 
sidered top price. 

The new Aymar-Yeager store has 
been modernized and redecorated to 
suit the atmosphere of Playhouse 
Square. 





The Utica Store Moving 


Des Moines, IowA— The Utica is 
holding a closing out sale this month 
preparatory to moving to another 
downtown location about Feb. 10. A. L. 
Teter, manager of the shoe department, 
says the shoe department will be in- 
cluded in the new location. Announce- 
ment has been made that several de- 
partments will be dropped from the 
store and will start up as separate 
shops. 


Benesch Reenters Retailing 


BALTIMORE, Mp.—Benjamin Benesch, 
who, with the exception of the past two 
years or so, has been identified with 
the exclusive women’s retail shoe busi- 
ness of this city for more than a dec- 
ade, has returned to Baltimore and 
will open about the middle of February 
an exclusive women’s shoe shop at 326 
West Lexington Street. 

Mr. Benesch for 10 years operated 
an exclusive women’s shoe shop, where 
he enjoyed a substantial patronage 
from theatrical celebrities. 


Christensen’s, Incorporated 


BREMERTON, WASH. — Capitalized at 
$5,000, “Christensen’s For Shoes, Inc.,” 
has recently been incorporated. Incor- 
porators of this shoe business are 
William H. Christensen, Olga L. Chris- 
tensen, and Clifford R. Christensen. 
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WHERE TO BUY 


Women’s Shoes 





GENUINE HAND TURNS 


IN 
: 3* 40 sTocK 
ONE 
GOOD TURN 
SELLS 
ANOTHER 


Ne. $2153 PATENT LEATHER “REGENT” 


16/8 Heel—AAAA to C 
2% to 9—Med. Toe Last 


DODGE, BLISS & PERRY: INC. 


EWBURYPORT, MASS. 
“THE CORRECT DODGE FOR MALL OCCASIONS” 








GENUINE HAND TURNS 


$460 
Be stock 
net 
ONE 
GooD TURN 
SELLS 
ANOTHER 


No. 6144 BROWN KID “IDEAL” 
wie c yi= ~* ty 4 


Pointed 
Ne. 1144—BLACK KID wIDEAL” 
Ne. 8144—BLUE KID “IDEAL” 


DODGE, BLISS & PERRY :..: 


BURYPORT, MASS. 
“THE correct DODGE FOR ALL OCCASIONS” 
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UTAH INTERPRETS CODE 


No Free Services at Retail 


SaLtt LAKE City, UTAH—Utah shoe 
retailers come under the Utah State 
Retailers’ Code, embracing the funda- 
mentals of the National Code and in- 
corporating additional ones of benefit 
to the trade. Quoting: 

Section 3. It shall be considered an 
unfair trade practice for any merchant 
to assume or absorb in the selling price 
of any wearing apparel (men’s, wom- 
en’s or children’s) the cost of such 
services as alterations, pressing, shoe 
dyeing, alterations of boots and shoes, 
or any other service which may di- 
rectly or indirectly permit the buyer 
to obtain free service of any nature of 
wearing apparel sold. Charges shall 
be made for such services as per sched- 
ule approved by the Utah State Re- 
tailers Association. 

Section 4. Merchandise to be re- 
turned for credit or refund must be 
returned within five (5) days, accom- 
panied by the sales ticket and in the 
original condition as when sold. In 
cases of marked-down merchandise, re- 
fund to be made on basis of marked- 
down price. Merchandise in C.O.D., 
will calls, or layaways, will be re- 
turned to stock after thirty (30) days, 
unless additional payments are made 
and payments shall be forfeited. A 


‘time limit of five (5) days shall be 


given for change of mind. 
Section 5. Special orders are to be 





8 8 8 8 8 OF TTS 


WHERE TO BUY 
Men’s & Women’s 
Slippers 


w. CHASE & SONS, INC., 
SHAVERHILL, MASS. 
in Stock—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 


Kid Pullman Sliopers 
colors and black with 


Snap Pocket 1.35 
Zipper Pocket $1.50 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.25 


_ 


Ne. 202 Black 
Kid $2.00 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Sen Co.) 


CLL ILI 
-$ 4444444 ES4 





Hartford Retailers Organize 


HARTFORD, CONN.—The Hartford 
Shoe Retailers Association has been 
formally organized here with an initial 
paid-up membership of 24 dealers. The 
group is expected to enroll about 40 
member concerns within the next few 
months. 

James W. Lawrence, head of James 
Lawrence & Son, who has been a shoe 
retailer in Hartford for 39 years, has 
been elected president. Other officers 
are as follows: William P. Berry, Bat- 
tey’s Shoe Store, first vice-president; 
George M. Kofsky, Bernard Kofsky 
Co., second vice-president; Louis Good- 
man, Sterling Shoe Store, secretary, 
and George Minnery, Cantilever Shoe 
Store Co., Inc., treasurer. Members 
of the board of governors are Herbert 
H. Slavin, Joseph N. Armstrong, 
Walter T. Fish and Maurice L. Dia- 
mond. 


Brooklyn Merchants Trading Up 


BrooKLyN, N. Y.— Brooklyn shoe 
merchants voiced their opinion about 
the present price-trend. Louis Marks, 
Brooklyn representative of the Lion 
Shoe Co., says that his customers are 
greatly aware of the price increase. A 
substantial percentage believe that 
they are necessary and there seems to 
be adequate emphasis upon quality in 
merchandise as a more and more de- 
sirable thing. 





accompanied by a deposit of 25 per 
cent of the purchase price and deposit 
forfeited in case merchandise is not 
taken. 

Section 6. The sale of any article or 
articles at a price which is contingent 
upon the concurrent purchase and sale 
of another article or articles, or the 
selling of different articles in a group 
or combination at a single or group 
price which does not specify the sell- 
ing price of each separate article con- 
stituting the group or combination of 
articles sold is an unfair trade prac- 
tice, except when the group or combi- 
nation of articles sold is in original 
package. 

Section 12. All merchandise sold at 
retail in the State of Utah carries a 
sales tax of 2 per cent. It shall be con- 
sidered an unfair trade practice for 
any merchant to advertise to the pub- 
lic in any form that their merchandise 
is tax free or that they absorb the tax. 
The Bracket System, as approved by 
the Utah State Tax Commission or any 
other plan approved by the Tax Com- 
mission, may be used as a method of 
collecting the tax. 

Lynn Knowles, manager of the 
Walk-Over Shoe Store, is acting rep- 
resentative of shoe retailers on the 
General Retail Trade Council estab- 
lished to administer the code locally. 


Mr. Marks further states that cus- 
tomers often use the angle “of better 
shoe selling” as an enlightenment in 
the confusing price situation. 

During his first showings of the 
Lion Shoe Company’s Spring line he 
found the trade proceeding along pre- 
cise appraisal of shoe value. The pro- 
portion of new business placed is much 
greater than anticipated. 

Embossed reptiles are much in de- 
mand in sports oxfords. Trimmed op- 
eras and Coolie step-ins in popular type 
models in both black and colored leath- 
ers are exceedingly popular. 

The definite increase in sales over 
the same period in the previous year 
is worthy evidence that the average 
customer knows prices are going up 
and that better shoes will be selling. 


Saturday Night Banking Hours 


CLEVELAND, OHIO. — The Cleveland 
Shoe Retailers Association is trying to 
persuade suburban banks to open on 
Saturday evenings. These banks are 
now closed on Wednesday afternoons 
and the hours could be tacked on to 
the week-en1 schedule. Neighborhood 
stores, it is reported, have considerable 
business difficulty due to the heavy Sat- 
urday night volume and the lack of 
banking facilities at this time. The 
proposition has been presented to the 
Cleveland Clearing House. 
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205th Branch Opens 


BLOOMINGTON, IND.—The Schiff Shoe 
Company of Columbus, Ohio, has ac- 
quired a lease on the business quar- 
ters formerly occupied by the Model 
Shoe Store on the south side of the pub- 
lic square and opened a popular priced 
store. Royce Johnson of Indianapolis 
will manage the store, which will be 
No. 205 in the company’s chain, most 
of them in Indiana and Ohio. 


Enlarging Store 


GLENDALE, CAL.—The Gallen Kamp 
store at 109 S. Brand Boulevard here 
is being doubled in size, the adjoining 
room formerly occupied by a jewelry 
store having been leased. The parti- 
tion is being removed, a new modern 
type front offering several times the 
window display space of the old store, 
is being installed and new fixtures will 
be used throughout. 

A separate space for the children’s 
department can now be provided with 


kiddy type furniture and fixtures. C. B. | 


Madden is manager. 


The Old, Old Story 


GRAND Forks, N. Dak.—A pair of 
shoes that walked out of the Rand Shoe 
Store here in 1887 came walking back 
into the store in fairly good condition 





some forty odd years later and are 
now used occasionally as an advertise- 
ment of quality merchandise in window 
displays. The shoes were the property 
of a local man with fairly well-devel- 
oped pedal extremities, and, according 
to modern standards, were not well 
styled; however, they had the stuff in 
them that endures. They could be worn 
for a year or two yet if necessary. 

Lewis L’Esperance, manager of the 
store when the shoes walked back, prob- 
ably was just beginning to wear shoes 
himself when the shoes walked out in 
1887. 





Many Thanks, T. A. D. 


At the Twenty-Third Annual Conven- 
tion of our National Organization which 
was held in St. Louis last week it was 
properly moved and seconded that a vote 
of thanks be extended to the Boot & SHOE 





UP-TO-DATE ROOMS 


AT DOWN-TO-DATE RATES 


» oo 


TO $3.50 SINGLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 


HOTEL 


TO $5.00 DOUBLE 





RECORDER for the generosity shown our or- 
ganization during the past year. 

The delegates present appreciated fully 
the value of the publicity given at all times 
and particularly during the Shoe Show and 
Convention recently held by the National 
Shoe Retailers Association. 


National Shoe Travelers, Assn., 
Thomas A. Delany, Secretary-Treasurer. 


vvv 


We’ve Plans to Make it Even Better 


The writer has found the Recorder of 
immeasurable value and wishes at this 
time to express his appreciation of the fine 
service you are rendering the shoemen 
everywhere. 


Paul O. Kuehn, South Bend, Ind. 


vvv 


Makes a Scrapbook 


“I have been reading every issue of the 
Boot and Shoe Recorder and I have a loose 
leaf book filled with typewritten ideas and 
answers to a great many questions, that 1 
use for information. I find your book a 
very great help in a great many ways. I 
make it my business to read it—in fact 
there are a great many things that I read 
off at our weekly meetings that are of in- 
terest, and it has been up to me to invesli- 
gate the articles in your magazine and take 
these notes.” 


Harry Raymond, 
Colorado Foot Comfort Shop, 
Denver, Colo. 


Power 


Which cities, states and sections of- 
fer you the best sales prospects for 


the next six months? 


In our constant studies of consumer 


purchasing power, we present each 


tionery. 


ARTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK Ad’ 


month the areas offering the best 
sales prospects. 
submitted by an illustrative chart to- 
gether with a detailed discussion of 
conditions. 


This information is 


You may have this information by 
requesting it on your business sta- 


Ask for Report BSR-68. 


BROOKMIRE, INC. 
551 Fifth Avenue 


New York, N. Y. 


ists and Invest- 





ment 





Counselors for 30 Years. 
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WHERE TO BUY 


Children’s Footwear 


a 8 TS Os PO 








MRS. DAY’S IDEAL BABY SHOES 
(afants’ Soft Seles...0-3 
{atermediates ........ 1-5 
Flexibie Hard Soles. . .2-8 


Send for In-Stook 
Catalog 


MRS. DAY'S IDEAL BABY 
SHOE Co. 
Locust St. Danvers, Mass. 











A FIRST WALKING SHOE 
worthy of 
AMERICA’S TODDLERS 

SWAN shoes of selected 
leathers and _ findings, 
particular workmanship 
and fine fitting styles 
are a profitable line for 
the retailer. High shoes 
oxfords, one straps and 
sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 
patent leather. 
Immediate de- 









livery. Write Oxford 
for prices. 
SWAN SHOE CO., INC. 
Baltimore, Md. 


New York Office—705 Marbridge Bidg. 











Highest Grade Goodyear Welts. 


Infants’ to Growin iris’, Out- 
standing Values. pring line will 
prove a Revelation in Merchan- 
oe Send for IN STOCK 
Catalog. 


CHILD LIFE SHOE MFG.CO. 


MILWAUKEE wis. 


SAA 447 a ee 








Jersey City Retailers Organize 


JERSEY CiTy, N. J.—The Jersey City 
Retail Shoe Dealers’ Association has 
been organized “to protect and promote 
the interests and welfare” of those in 
the business and so that they may 
“become a part of this great social and 
economic experiment which the Presi- 
dent of the United States has inaugu- 
rated.” The next meeting will be at 
9 a. m., Feb. 13, in the Jersey Journal 
Building. 

Officers elected are: Irving Troll, 
president; H. Hollenberg, vice-presi- 
dent; Irven Joseph, secretary and 
treasurer, Joseph Jordan of Jersey 
City, was appointed counsel. 
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NORTHWEST RETAILERS CONVENE 








Sroux City, Iowa—Unanimous sup- 
port of the NRA codes affecting the 
shoe industry and a substantial in- 
crease in the number of orders placed 
with manufacturers were highlights of 
the annual convention of the North- 
west Shoe Retailers Association, held 
in Sioux City, Iowa, Feb. 4, 5 and 6. 

The codes were the principal sub- 
jects of addresses and informal dis- 
cussions at the business meetings of 
the convention. They were backed by 
the members of the association 100 per 
cent. 

Almost 100 retailers registered, and 
about an equal number of non-affili- 
ated dealers attended one or more of 
the sessions. Seventy-five shoe trav- 
elers registered and displayed about 
15,000 shoe samples. The travelers 
were almost unanimous in reporting 
larger orders than for any Northwest 
convention for at least three years. 
Some reported larger orders than they 
received at the national convention at 
St. Louis. 

At the concluding business session 
Tuesday afternoon the _ association 
elected Roy Sorenson, of the Sorenson 
Shoe Company, St. Paul, Minn., presi- 
dent, and reelected H. S. McIntyre, 
Minneapolis, secretary-treasurer for 
his seventh term. Mr. Sorenson suc- 
ceeds Harold Reid, of the O’Harrow 
Shoe Company, Sioux City, as presi- 
dent, Mr. Reid becoming a director at 
large. 

Mr. Sorenson, who was unable to 
attend the convention, accepted the 
office by telephone. Minneapolis was 
chosen as the city for the next con- 
vention. 

Delegates of four of the five States 
represented elected vice-presidents and 
directors, as follows: 

Iowa—John Anderson, Carroll, vice- 


president, and Ben Schulein, Sioux 
City, director. 
Minnesota — Otto Wieseke, Minne- 


apolis, vice-president, and Lee Wood, 
Mankota, director. 
South Dakota—Harry Hannasch, 


| Sioux Falls, vice-president, and Harry 


Lampe, Huron, director. 

North Dakota— Eli L’Esperance, 
Grand Forks, vice-president, and W. T. 
McHugh, Wahpeton, director. 

Wisconsin delegates will select their 
officers at a later date. 

The convention was opened Sunday, 
when shoe samples were placed on ex- 
hibition and a luncheon was held at 
noon for officers and directors, who 
planned details of the convention. Mr. 
Reid entertained a group of officers and 
friends at a birthday party in the Mar- 
tin Hotel, convention headquarters, in 
the evening. 

Sunday evening the retailers were 
guests of the Sioux City Associated 
Retailers and the Sioux City Shoe Club 
at a stag party, which included a floor 
show, lunch and motion pictures. Vis- 
iting wives were entertained at a the- 








ater party as guests of the wives of 
members of the Sioux City Shoe Club. 

Monday morning was devoted to reg- 
istration and inspection of shoe sam- 
ples. A business session was opened 
with a luncheon at noon, with Mr. 
Reid presiding. The president’s an- 
nual report was given and convention 
committees were named. 

Delegates were advised to _ stop 
“squeaking” and prepare for profits by 
A. G. Sam, president of the Sioux City 
Chamber of Commerce and of the Live 
Stock National Bank, who was one of 
the two principal speakers at the Mon- 
day afternoon session. 

Mr. Sam said that business had been 
increased 20 to 25 per cent during the 
last six months and that there was a 
new confidence in the outlock for the 
future. He said banks had more sur- 
plus cash to loan than for several 
years and were waiting only for in- 
dustry to push forward to make fur- 
ther credit available. 

The manufacturers’ code was highly 
commended by Charles Englin, of the 
Connelly Shoe Company, Stillwater, 
Minn., the other principal speaker. 
Mr. Englin said that the code had im- 
proved conditions in the industry and 
made it possible for future production 
on a solid footing. 

More than 400 persons attended the 
convention banquet Monday evening; 
H. A. Halseth, Sioux City, presided. 
An informal entertainment program 
was presented, followed by dancing. 

Tuesday morning was given over to 
the placing of orders by retailers, and - 
the final business session was held in 
the afternoon, opening with a luncheon. 

Retailers in the Middle West are do- 
ing more to live up to the NRA code 
than those in the eastern section of the 
country and are thus working toward 
greater harmony and financial suc- 
cess, asserted Carl Stendal, Minneapo- 
lis, in an address on the retail code. 
He based his statement on compari- 
sons made while attending an eastern 
convention recently. 

Mr. Stendal said that the retail code 
had done more than anything else to 
aid the merchant, and that it was 
here to stay. He expressed the belief 
that a minimum wage scale and mini- 
mum hours would be the salvation of 
business. He quoted statistics to show 
that the average farm family would 
have an increase of $416 in spending 
power for 1934 over 1933. 

Carl G. Ortlund, president of the 
Iowa Shoe Travelers Association, dis- 
cussed shoe styles. He said that white 
shoes will ‘be more in vogue this year 
and that women’s shoes will be more 
conservative, with medium to low box 
heels. He said that extremely high 
heels were on the wane. 

The concluding event of the conven- 
tion was an informal banquet pre- 
sented to retailers by the Iowa Shoe 
Travelers Association Tuesday evening. 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 


standing new developments in smart shoes for 


THE == 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 


al 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
Dancing Shoes and Taps 








TAP SLIPPERS 





Patent 

Leather 

BROOKS SHOE MFG. CO. 
oe Riteer sts. 
Phitadelphia 




















TAP 
DANCE 
SHOES 
o 
In 
BLACK 
PAT. LEATHER Stock 
A-B-C rh 8 e 
‘< Misses’ 
55 -B- ; 
$1 A-B ry ih 2 


ams: 
28 Goodhue St., Salem, Mass. ——— 
cae 








WHERE TO BUY 
Shoe Trees 








QUICK PROFIT ITEM - 50): 


SIMPLEX SHOE TREES 


Simplex 


SHOE TREE 








WHERE TO BUY 
Riding Boots 


vse er ee 


\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 


Boots. 
Write for catalog. 
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<« ON THE SELLING END > 


News of the Travelers and Sales Activities 


Texas Travelers Election 


The Southwestern Shoe Travelers 
Association at their annual meeting 
and convention held in the Adolphus 
Hotel, Dallas, Tex., elected the follow- 
ing officers to serve for 1934: Presi- 
dent, J. L. Sullivan, Dallas; vice-presi- 
dent, J. J. Buckley, Dallas; secretary- 
treasurer, W. T. Mitchell, San Antonio. 

Their convention was one of the most 
outstanding ever held and was con- 
ducted in conjunction with that of the 
Texas-Oklahoma Retailers Association. 

The membership of the Southwestern 
Shoe Travelers Association for this 
year to date compared 100 per cent 
with that of the entire year 1933 and 
they are still putting on a big drive to 
bring back the loving cup awarded 
each year for the largest increase in 
membership of all associations affiliated 
with the National Shoe Travelers Asso- 
ciation. 

E. C. Keleher, Chairman Committee 
on Railroads, National Shoe Travelers 
Association, made a report on his com- 
mittee and showed that all Southern 
and Western railroads have reduced 
passenger rates and eliminated the 
surcharge on pullmans. 

The convention was operated strictly 
under the Southwestern Shoe Travelers 
Association National Recovery Admin- 
istration Code and from all reports 
considerable buying was done and much 
optimism expressed for a prosperous 
Spring and Summer. 





Membership Campaign 


Boston, Mass.—The Boston Shoe 
Travelers Association has started a 
campaign to build up the association 
to 500 members in 1934 under the 
Chairmanship of Harry P. Lynch, Na- 
tional Chairman of Regional Gover- 
nors. Each member is a committee- 
man at large and expected to bring 
in at least one new member this year. 

The executive committee, under the 
direction of President George A. Mc- 
Intire, will meet the first Saturday of 
each month. The following chairman 
of committees have already been ap- 
pointed, each chairman to select his 
own working committee: Guy E. Small, 
vice-president, Welfare & Lapsation; 
W. W. Brandt, Entertainment; A. P. 
Richards, House; H. P. Lynch, Mem- 
bership; H. P. McNulty, Publicity. 





Selling Jai-Alai Shoes 


Francis X. O’Brien, formerly of Mel- 
ville Shoe Corporation, has been ap- 
pointed general manager of the new 
Cuban American Shoe Company at 
North Adams, Mass., which recently 
acquired the exclusive rights and li- 














cense to manufacture and sell Jai-Alai 
shoes. 

Mr. O’Brien made many friends in 
the shoe industry while he served as 
administrative officer of the Leather- 
Rubber Branch, Clothing and Equip- 
age Division, Q.M.C., in Washington, 
D. C. 


Drew’s New N. Y. Office 


New York City—Nathan G. Levey, 
Eastern sales manager for the Irving 
Drew Co. of Portsmouth, Ohio, reports 
that business for them has improved 
so appreciably that it has_necessi- 
tated enlarging their present quarters 
in the Marbridge Building. From Room 
746, they are moving to Rooms 742 and 
744, Here they will enjoy a larger 
Stock and Reception rooms. Mr. Levey 
also states that Warren F. Kolkebeck, 
President of the New York Shoe 
Travelers Association, has_ recently 
joined their Eastern sales force and 
is now covering the New England 
States. 


To Have NRA Speaker 


Los ANGELES, CAL.—Ned Dreyfus, 
secretary of the Shoe Travelers Asso- 
ciation of Los Angeles, advises that his 
association is planning to have a 
speaker from NRA Washington, D. C., 
headquarters to address their next 
June Semi-Annual Style Show. 





































Milius Opens N. Y. Office 


The Milius Shoe Company of St. 
Louis have a very attractive announce- 
ment advising the shoe trade of the 
opening of their New York office in 
the Marbridge Building. They have 
made a line of style shoes since 1923 
and their instock catalog, very attrac- 
tively prepared, shows a line of pumps 
which include the Seamless Regent and 
Royal Regent types. 

The resident representative in the 
New York Office will be Arthur Yukon, 
who is widely known in the shoe trade 
and has contracts with many distrib- 
utors of footwear. 
























Parlante Shoes Moves 


NEW YoRK, N. Y.—Parlante Shoes. 
Inc., have moved their factory and sales 
room to 116 East 27th St. near Fourth 
Ave. They are now occupying the en- 
tire tenth floor. 















New Store in Lodi 

Lop1, CaAL.—The C & C Boot Sho} 
has been opened at 16 South Schoo 
Street, Lodi, by Virgil Coil and Vernor 
Coey. 
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To Protect a Design 


WASHINGTON, D. C.—Action has been 
started by the Federal Trade Commis- 
sion which will determine whether that 
agency has the power to protect the 
originator of a type of label or design 
for boots and shoes against the piracy 
of that label or design by a competitor. 

While it has been often urged that 
copying of design was an unethical 
practice and has been denounced by 
compilers of trade practice conference 
rules and NRA codes, it has never here- 
tofore been made the subject of a “cease 
and desist” order by the Trade Commis- 
sion under the federal law which makes 
unlawful unfair methods of competition 
in interstate commerce. 

The proceeding which will result in 
a determination by the Trade Commis- 
sion, and very likely a final adjudica- 
tion by the Federal Court, is in the 
form of an order to Atlas Doll & Toy 
Co., Inc., of Baltimore, Md., to desist 
from simulating the design of a toy 
which originated in the Playskool Insti- 
tute, Inc., of Chicago. 

About three years ago, Playskool 
Institute placed on the market a set 
consisting of a piece of fibre board, a 
number of colored pieces of wood and 
a book of designs which can be worked 
out by attaching the colored pieces to 
the fibre board in accordance with in- 
structions. Last year, the Baltimore con- 
cern began the manufacture and sale 
of an identical toy, and complaint to 
the commission resulted. 

The respondent in this case will con- 
test the right of the commission to or- 
der it to discontinue manufacture and 
sale of the toy, and this will necessitate 
a determination covering the power of 
the Federal Trade Commission to stop 
copying of designs. 

Since the question is a novel one, ap- 
peal to the Federal Courts is expected 
irrespective of whatever the decision 
may be. 

The Atlas company has until March 
2 to file its answer to the complaint. 


Polish Business Doubled 


NEw York, N. Y.—According to W. 
R. Andler of Walter Janvier, Inc., dis- 
tributors of Shu Milk, the orders have 
been practically doubled so far this 
year in comparison with last year. The 
reason for this is obvious. First, of 
course, there is, this year, more than 
ever, a greater interest in white shoes, 
which in itself means increased busi- 
ness for the products. Second, the or- 
ganization have in a progressive man- 
ner, made extensive plans for the devel- 
opment of their business. A new giant 
package has been created for the con- 
sumer. Increased consumer advertising 
in all leading newspapers as the result 
of a double advertising expenditure will 
be used during this coming season. A 
price maintenance policy has been de- 
veloped and the company will decline to 
sell Shu Milk to any wholesaler or re- 
tailer who does not follow their judg- 
ment and wishes in respect to prices. 
This policy on the part of Walter 


February 
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Janvier is conducive to profit making 
on the part of the wholesaler and re- 
tailer who handle their products, and 
must result in satisfactory business for 
all. 


Endorses Moderate Price Policy 


WASHINGTON, D. C.—Charles B. Dul- 
can, Sr., vice-president of the Hecht 
Co., Washington, D. C., believes it is 
good policy to do everything possible to 
keep prices within a range that will ap- 
peal to present day consumers, and that 
by so doing it is possible to avoid some 
of the excessive markdowns which are 
such a problem to the average retail 
store. He cites an interesting case to 
illustrate the point: 

“When the minimum wage, and tem- 
porary codes were promulgated by the 
President, and the NRA started the 
process of raising price levels, we won- 
dered what would happen to the price 
of Red Cross shoes. Naturally, we were 
very much interested and somewhat 
concerned, because we had built up a 
very nice business and we were fearful 
of too high an increase in the retail 
price of these shoes. 

“We were greatly surprised, and ex- 
tremely well satisfied, when we were 
advised that the price level of these 
shoes had hardly been raised at all, 50 
cents to be exact, and then this did not 
apply to every pair of shoes in the line. 
To our still greater surprise and satis- 
faction the price level will remain $6.50 
for Spring, 1934. 

“It appears that regardless of cir- 
cumstances which permitted many con- 
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cerns to raise prices, the Red Cross 
Shoe Company recognized the impor- 
tant principle that if they could hold 
their priceline down, volume would un- 
doubtedly take care of their profits, not 
only for them, but for the retailers dis- 
tributing their product.” 


Shows Operating Profit 


St. Louris, Mo.—According to a state- 
ment just authorized, Hamilton-Brown 
Shoe Co., after five years of losses, re- 
ports net income of $101,866 for 1933, 
compared with a loss of $239,100 the 
year before. Sales during the year to- 
taled $4,524,731, an increase of $1,223,- 
758 over the previous year. 

The operating profit was $106,232 and 
miscellaneous income of $7,134 was re- 
ceived, making earnings, before pro- 
visién for income taxes, of $113,366. 

Current assets are listed as $1,543,- 
653, and current liabilities as $69,952. 
Current assets include $167,182 in cash; 
$519,385 in receivables; and $857,086 in 
inventories. The accumulated deficit is 
placed at $1,973,640, after being re- 
duced by $820,016 arising from revalua- 
tion of land and buildings. 


Watts Made Superintendent 


BROCKTON, MAss.—Isaac Watts, for 
a number of years with Wall, Streeter 
Company, North Adams, was recently 
appointed superintendent of A. Freed- 
man & Sons, Inc. Prior to his associa- 
tion with the North Adams factory he 
was identified with.W. L. Douglas Co. 

















This ‘short-cut’ location 
saves Time and Money 
in New York... 


The Piccadilly is “close to everything.” Ninety 
per cent of your calls are within a few minutes’ 
radius of this new hotel, and its short-cut loca- 
tion will save time (and taxi fare) in covering 
the town. 


And when you need relaxation, you are right 
in the center of theatres and amusements .. . to 


RATES FROM 


*2.90 


say nothing of the Piccadilly’s own 
Lining” Cocktail Room Perfect. De luxe din- 
ner and supper, with dancing in the Georgian 
Room, for one dollar! 


“Silver 


The Treasurer himself will applaud your keen 


sense of values in choosing this hotel, where 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


comfortable rooms and delicious meals are 
bargains. 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
William Madlung, Managing Director 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


10% 


Selling is Through 
WINDOW 





* 


IF the shoes in your windows 
could only say aloud: 


“This is a fine store . . . always courteous service. The cus- 

tomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 
RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
improve. 


You can’t contact the window shoppers outside, but you can 
GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 


Recorder cards are designed and written exclusively for shoe 
merchants. Double the value of your window displays with 
hand-lettered selling messages on colorful, artistic, die-cut 
show cards. 

Samples will be sent on request 





$795 
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SMARINESS\ 
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EASTER PARADE 
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Tones of lavender—effective 
for Easter and Spring. 


ALSO, for March and Easter, 
a white card, design of yellow 
bunnies & lavender eggs. 











Size: 8x14” 


COMPLETE TEXTS — 


sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards —On Store Service, 
Fitting, Quality, Ete. 


Single Cards: 60¢ each 
Without Text: 35¢ each 


Modernistic price 
ticket—lavender & 
purple tones. 


ALSO _ in-stock — an 
Easter ticket, lily de- 
sign-white and purple 
coloring. 

To non-show card sub- 


scribers at prices listed 
below. 
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desien ro nd en tan cack” 

; Gonnge Yellow. No... 
Attractive Hand Lettered Price Tickets “gy”? e...........| 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK | 

WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 soaaeees | 
“J”—Polly Clips for tickets: \% gross $2.25 | eeeemenmene 
(adjustable—tilts at any angle) 1 gross $4.00 “EK? 
“K”-Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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MORE SHOES! 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month's 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 
Oval base — bur- 


nished gold— a ee 

three color trim. Sr art 
and 

holders take an 1 

size ae They Comfortable, 


harmonize with | a 

the finest of win- Bes sable; 
dow display fix- x tig tis y 
tures. : Walking Shoe. 


These modernistic 








Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


Seleet the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards... 6 holders . 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 


4 display cards .. . 2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, III. 


Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with February, for card service 
,» for one year, consisting of 
holders (with the first month’s service), ......... cards 

blank tickets each month—OR— 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 
We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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CLAV/IFIED anp 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


ANT AD 














SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 











NEW ENGLAND SALESMEN 
who can sell volume trade $2.00 and 
$2.50 retailers; also JOB LOTS 
women’s shoes. 
Address D-644, Care 
BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 











ALESMEN wanted for short snappy line of 

men’s $5 retailers, Brockton made. Give full 
information in first letter. A. Freedman 
Sons, Inc., Brockton, Mass. 


SAL! .ESMEN, established trade to sell on com- 
mission as side line. Short, Snappy line 
leather sole beach sandals, Women’s and Girls’ 
Sport Straps and Oxfords, Women’s Black Kid 
Comfort styles, Men’s and Women’s slippers. 
All carried in stock. Territory open: Indiana, 
Ohio, Illinois, Missouri, Washington, Or _" 
Michigan. A good money-making side 
Give full information first letter. Nestletoe 
Slippers, Inc., Worcester, Mass. 


SAL .ESMAN to carry largest in stock line 
a Tennis, Slippers, and Beach Sandals as a 
side line. Commission basis. Address D-639, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











ANTED: Salesmen to carry line of high 

grade pre-welts on commission. Only those 
with established trade. Immediate _ results 
D-645, care Boot & Shoe Recorder, N.W. Cor. 
56th and Chestnut Sts., Philadelphia, Pa. 





SAL -ESMEN for South and Pacific Coast, sell- 
ing well rated accounts, carry as sideline six 
styles originally created ladies’ sport handbags 
now selling big with shoe chains and depart- 
ment store trade; write stating references. Ad- 
dress D-650. care Boot & Shoe Recorder, 239 
West 39th Street, New York. 








FOR SALE 


xX: -RAY for pate, Slightly used, good condition. 
Price $350.00. Cinderella) Arch Built 
Shoes, 1002 So. Boulevard, Bronx, N. Y. 











LINE WANTED 


WANTED: Line of Women’s shoes on_con- 
signment for an established store in Minne- 
sota college town. A real opportunity for a 
live concern. Best of references. Address 
D-647. care Boot & apes Recorder, 239 West 
39th Street, New York, N. Y. 





tory in his own car. 


line with same range, or bo 





DO YOU NEED A REPRESENTATIVE 
OF A-1 EXPERIENCE AND REPUTATION? 


An excellent salesman, this man has covered the entire Eastern half of 
New York State during a period of 14 years for one of the best known shoe 
firms in the East. Also has covered the Metropolitan and Long Island areas. 


A young man, he has a family and owns his own home. Travels the terri- 
Prefers a strong line of men's a! to retail from $3.00 to $4.00 or a women’s 
t 


Has been in the shoe business all his life, and in addition to the above, has 
had both retail and wholesale experience. 


Address D-649, care 


BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


Best of references. Write at once to 











LINE WANTED 





ANUFACTURERS EXPAND! On straight 

commission basis. Will act as sales repre- 
sentatives in New York, New Jersey, Pennsyl- 
vania, Connecticut, for eastern or distant manu- 
facturers, making strong, popular priced lines— 
men’s, women’s, children’s novelties, make ups, 
in stock, jobs selling at manufacturers’ low 
prices, direct to retail trade. Will finance our 
end of business, show room, sales force, etc. 
Describe lines fully, prices, terms, our_commis- 
sion. Address 1-646, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





New York City 


Resident salesman with cen- 
trally located sample room is 
open for a strong line of popu- 
lar priced MOCCASINS and 
SHEEPSKIN SLIPPERS. A 
full line of ATHLETIC foot- 
wear can be also handled ad- 
vantageously. 
ADDRESS D-642, CARE 


BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 








HOSIERY BUYER 


and merchandiser for retail shoe 
chain group. A _ hosiery executive 
who has had 20 years’ experience is 
available for some worthwhile or- 
ganization interested in doing a real 
job. Take advantage of the present 
situation and obtain the services of a 
real hosiery salesmanager and mer- 
chandiser. 


ROBERT F. BRADFORD 
347 Fifth Ave., New York, N. Y. 
Phone AShiand 4-{027. 




















BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR “OWN and earn bi 
income in service fees. A new system 0 
foot correction: readily learned a any 
one “} bome in a few weeks. terms 
for openings everywhere with 
all the't le "yo ju can —- to. No capi- 


tal uired or goods no ncy 
or soliciting. peolishoa” 1394. Adarese 


Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 

















CLASSIFIED ADVERTISING RATES 


The vate for “Position and Lines Wanted’ advertionments is 4 conte ger word for all undieglayed. advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate Minimum charge 
number » cubed ode Gas GO ie ed Oh ee 


$1.25. When a box 

word of the address should be 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


is 7 cents per word. 


all other cases each 








When writing advertisers please mention Boot and Shoe Recorder 
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POSITION WANTED POSITION WANTED 











ATTENTION 


Shoe Manufacturing Executives 





ADVERTISING MAN AVAILABLE 


Thoroughly experienced in all forms of advertising. Formerly 
advertising manager of internationally known shoe manufac- 
turer. Knows shoe making, distribution problems, retail shoe 
store advertising and merchandising; thoroughly familiar with 
all mechanical processes, art work, layouts, printing, etc. Re- 
tail employee training, market analysis, research, Christian, mar- 
ried. Prefers Eastern Massachusetts. Energetic, good personal- 
ity, broad contacts and excellent recommendations. Write for 
this man’s complete history and experience or for interview 
arrangements. He would be a profitable acquisition to the ex- 
ecutive staff of an alert shoe concern seeking to improve its sales. 


Address D-648, care Boot & Shoe Recorder 
239 West 39th Street, New York, N. Y. 

















WANTED TO PURCHASE HOTELS 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks ef shees 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


106 Duane St. New York 
Phone Canal 6-4298 and 4290 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes euch as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


“Avenue” 


where the big parades 
pass, and near govern- 
ment buildings, shops, 
and theatres. Write for 
rates. 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 





“The Residence of Presidents” 


WASHINGTON, D. C. 


H. P. SOMERVILLE, Managing Director 

















HOTELS 











STOP IN PHILADELPHIA 


rT — ATT 
HOTEL PENNSYLVANIA 


SOMECHESTNUT STS. 


A PR00M AND A BATH 250 . 
ail Sust WEST of BWAY 


NEW YORK 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 






from 



















One 
WILLARD HOTEL 





ROOMS $950 SUITES $60 


When writing advertisers please mention Boot and Shoe Recorder 


SHOE STRETCHER 





VAMP RAISER and LENGTHENER 


Should be in every shoe store. Relieves 
and permanently corrects tight-fitting 
shoes. Raises vamp from throat to tip. 
Lengthens too short shoes. Made of 
best ~ of cold rolled steel, nickel 
plated. For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or 
send your order direct to us. 


$5.00 COMPLETE “ia 
NU-WAY SHOE STRETCHER CO. 


4367 Duncan Ave St. Louis 
















HOTELS 










v St. Louts tts 























91H & WASHINGTON 


4 50 andup 

















BOOT AND SHOE RECORDER, February 17, 1934 





A BUYING GUIDE TO 
OUR ADVERTIYERY 
IN THI’ IZSUE 






























BOOTS AND SHOES In this city they established the firm 

Ault-Shackford Shoe Co., Auburn, Me..... 49 | of J. G. Jackle & Sons. 
Belle Meade Shoe Co., Nashville, Tenn..... 10 The elder Mr. Jackle retired in 1920 
Brown Shoe Cos be * Philadephia, Pa... 56 | and the business was continued by his 
, W. & Sons, Haverhill, Mass.... 52 | sons, Charles and Fred A. Jackle. In 





















Chas 
cat Lite “shoe e- "Coy aitwei, sa | 1929, after a fire, the business was 


Clapp, Edwin, & Sons, Inc., E. Weymouth, < moved from Bank Street to Center 


coe eee renee eeseesesereseeseeseece Street where it was closed out last 
Connell, J. M., Shoe Co., South Braintreee, ’ 
OBITUARY “Mass. cepnip ec cmnonen 56 | year. Besides his brothers, Frederick 


ass. 
Craddock-Terry Co., Lynchburg, Va. .2nd Cover * : 
ten, ins & Sener Ga. Sader, and George, Mr. Jackle is survived by 
Clarence P. Waide MR orate cpyicuvanccorsndes diet ns ee ss his wife, his mother, a daughter and a 
‘ Ebberts, John, Shoe Co., Buffalo, N. Y.. sister. 
































BROCKTON, Mass.—Clarence P. Waide, ae ra Ce., aa se eg rd‘Gover 
> one ootwear Co. oston, BSB... oe 
President of the Stacy-Adams Shoe | (11 naai Boot Co, Omaha, Neb......... a7 | Ralph Walters 
Company, and one of the country’s most Marathon Shoe Co., Wausau, Wis.......... 23 







widely known shoe executives, died sud- | Minor, P, W., & Sons, Inc., Batavia, N. Y.. 7 CoLumBus, OHIO— Ralph Walters, 














denly following an operation at the | Myhamals Rather "@ Woolen Mite. Ci. | | aged 42, for the past two years a trav- 
Newton Hospital, Newton, Mass., late | Mondl Mfg. Co., Chicago, Tll..... 2.22.21. 51 | eling salesman for the Selby Shoe Co. 
Sunday night, in'his 74th year. He is | Mu .Da7" Ideal Baby Bhee Co. Danvers, | | of Portsmouth, died Feb. 7, at Grant 
survived by a daughter, Mrs. E. K. | Nettleton, A. E., Syracuse, N. Y.......... 50 Hospital, Columbus, following a three 
Brockway, with whom he resided at | Old Colony Shoe Co., Brockton, Mass...... 50 | weeks’ illness from a throat infection. 
Wellesley, Mass. Orthopedic Shoes, Inc., New York City, mami: He was born and reared in Columbus 
The death of Mr. Waide removes | Owens Shoe Co., Lynn, Mass............. 56 == “ a o— ae puneanes 

; Packard, M. A., Co., Brockton, Mass...... 39 | with his father, Davi alters, in the 

rye ec a ~s —— Peters, Beench of 5.5. Co. st. Louis, Mo... 44 | retail business : He served as a second 
and a most important a rege’ = niin Queen Quality Shoe Co., St. Louis, Mo.... 8 lieut td in the World W H 
cess of the business with which he was | Roberts, Johnson & Rand, St. Louis, Mo... 43 | /CUenant during the Wor ar. He 
identified for more than 50 years. While | shaw, M. T., Inc., Coldwater, Mich........ 4g | Was a member of a number of Masonic 





more or less inactive in the company’s | Smith, J. P.. Shoe Co., Inc., Chicago, Ill.... 50 | and other orders and the Kiwanis Club. 
Swan Shoe Co., Baltimore, eee 54 He leaves his father, his wife, a daugh- 
















business the past year or two, Mr. Vaughan-Towle Co., Wakefield, Mass...... 52 
Waide insisted upon frequent visits to | Vitality Shoe Co., St. Louis, Mo.........: 1 | ter aged seven years and a brother. 
the factory from his home at Wellesley. 
7 LEATHER AND OTHER MATERIALS . 
Ten days ago he was stricken and the ; Albert A. Mathias 
surgical operation found necessary Allied Kid Co., Boston, Mass.............. 38 
from which he failed to rally " | Bevey-iitny Comics! Co. Combridene, GuLFport, Miss.—Funeral services 
* «= || Srrrrrrrr errr ee eerie tae ee ron over for Albert A. Mathias, 61, member of 






Starting his career in the shoe busi- | Hubschman, E., & Sons, Philadelphia, Pa.. 25 : 
ness at the age of 15, when he joined | Levor. G., & Co., Inc., Gloversville, N. ¥ 2-3 | the Mathias & Hansen shoe store here 
; for the last 23 years, were held at the 






















* * Surpass Leather Co., Phila., Pa.......... 27 
the jobbing house of Bassett & Emmal | \iint™ chard, Co. New York City 27 | Masonic Home. Mr. Mathias came here 
at ne ag wag oes —— pees ea Ziegel-Eisman, Boston, Mass.............. 27 | from Fort Wayne, Ind., to enter the 
joined ithe sales, staff of Stacy-Adams MACHINERY, LASTS, MFRS.’ SUPPLIES, — business. ‘eae 
Co. He eventually became the com- DRESSINGS, ETC. Re iaih -cssige tl 1s wWwiie, one 
pany’s leading salesman in the south- Fitz-On Sales Corp., Worcester, Mass..... 6 i 
ern territory and in 1918 was made | Mears, Fred W., Heel Co., Boston, Mass... 6 
ee Sngalding Fibre Co. No. Rochester. , | Spring Window Dramatized 

; ; i h Mach . : 4 in- 

Club, Brockton, Boston Athletic Associ- | “Mas, See Machinery Corp» Boston. | Cuicaco, ILL.—A State Street win 
ation, Woodland Golf Club, and the dow at Mandel Brothers is given over 
Maugus Club of Wellesley Hills. SHOE ACCESSORIES to a display of the new early Spring 





shoes. A display poster ealls the atten- 





Funeral services were held Tuesday | Nu-Way Shoe Stretcher Co., St. Louis, Mo. 61 






afternoon with cremation at Mt. Au- | Pollinger, M. D., Co., St. Louis, Mo....... 61 | tion of the shoe sleuth to points of in- 
: Scholl Mfg. Co., Chicago, Ill............. 5 r w r in these. It carries 
burn Cemetery, Cambridge. Simplex Shoe Tree Co., Chicago, ill....... se | terest to watch fo 





the following store: 













Weller, E. E., Co., Providence, R. I,...... 51 : 

News about shoes for Spring: 
C. A. Jackle MISCELLANEOUS Colors—Black, blue, brown, gray. 
Brookmire, Inc., New York City.......... 53 Materials—Pig, kid, calf, fabrics. 






WATERBURY, CONN.—Charles Andrew : : 
“ Hotel Edison, New York City............. 61 Details—Ties, stitching, perforations, 







Jackle, 59, a retail shoe dealer here for Hotel Martinique, New Zork City. . eee 63 h k 

nearly 40 years, died Jan. 30 at the | pit? pone tivania Phils. Pao 5 | eee 

Waterbury Hospital after a brief ill- Hotel Piceadilly, New To he... 9 A large number of shoes are set up 
Hotel Willard, Washington, D. C.......... 61 | to illustrate these news items and the 






ness. Before moving to Waterbury 40 









years ago, Mr. Jackle was engaged in ie vag 5-9 ae a ceubtae he background of the display is kept sim- 
the shoe business with his father in Sidtn. Sevin, New York RE 61 | Ple to throw the spotlight onto the 









Thomaston, Conn., and Herkimer, N. Y. | stephenson Laboratory, Boston, Mass...... go | news. 
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GOAT GRAINS 
FOR A FEMININE SPRING 


THE spring collections, just shown 


in P aris, reflect a formal, feminine mode 


for general daytime wear. 


‘W oMEN have proved that they 


like “surface interest” in shoe leathers, just as 


they liked it in costume fabrics, but the grain 


leathers of the past winter look too rugged 


and heavy for wear with the new clothes. 


KRINKLD KID 


is the perfect compromise—a new grain 
leather, that is delicate enough in de- 
sign, flexible enough in texture, to be ap- 
propriate for use in town and formalized 
spectator shoes. It is not an embossed 
leather, but one in which the natural grain 
is worked up to give a crushed effect. 





MOROCCO GOAT 


is a morocco grain embossed on goatskin. 
This type of fine grain is becoming more 
and more popular for sports and spectator 
shoes, the leather is advantageous for use 
in summer shoes, because like all goat- 


skin, it is porous and therefore cool. 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 
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Close-grained, pliable, durable 
and mellow, with a deep penetration of color 
that is unsurpassed, Evans Leathers are the 
choice of successful manufacturers and mer- 
chants everywhere for kid shoes of black and 
standard colors. 








When writing advertisers please mention Boot and Shoe Recorder 
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| Kichy Kid . , ty STETSON 


Seldom do you find such a blend of smartness and suave dignity in one 
shoe. It’s a Stetson triumph, from its graceful lines and jaunty bow to 
its clever saddle effect in lizard. And with unerring good judgment, Stetson 
has chosen the rich “natural beauty” of Evans Ruby (Black) Kid to 
“ae accentuate the smart styling and give the lovely satiny finish that dis- 
y LX cerning women instinctively prefer. | 
: JOHN R. EVANS COMPANY 


¢ ‘a RUBY 


‘KID. 
ees 
A DEFINITE SALES INFLUENCE 


When writing advertisers please mention Boot and Shoe Recorder 
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DOING ONE THING WELL 























we ane SPECIALISTS 
In PATENT teatuer... 


The only company devoting its entire energies and 











resources to the production of this type of leather. The 
result of such undivided attention is the high reputation 
which Colonial Patent has attained for extreme depend- 
ability. The leading manufacturers have learned by 
experience to rely on Colonial’s superior workability 


and wearability. 


COLONIAL PATENT 


“aT ens COLONIAL TANNING company 
BOSTON -MAsSS- 
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BUYER’S BULLETIN to ADVERTISING DEPARTMENT 


Department___2” MEN*S SHOES MADE OF 


ae 2/24/34 wencnaNDrse} WHITE WASHABLE GOATSKIN 














A SCOOP PRESENTATION (we believe) for this city 


Men*s sport shoes of all-white washable goatskin. Play-up 
these points----- 


l---It's the coolest leather for the summertime. 





2---It takes unnecessary weight off men’s feet because goat- 
skin is light in weight, yet fully serviceable and strong. 


S---Goatskin requires no painful "breaking-in", These shoes 
give instant comfort and delightful, new ease. 


4---For men who do not like perforated shoes---and we know 
there are lots, these shoes will have an appeal because 
the countless pores and hair cells visible in the skin 
provide a natural ventilating system. 


5---VERY IMPORTANT. These shoes are made of Levor’s white 
goatskin, which-is washable. We have white bucks in the 
house that are dirty before we put them on a man's foot, 
so we cannot afford to go knocking napped surface leathers 
for a while. But it is a fact. that men have to spend the 
price of another pair of shoes before the season is over 
keeping buck shoes clean. We can emphasize, however, that 
white LEVOR poatskin ( and I would use the tanner’s name 
because the reputation for whites is the highest in the 
trade) saves a man a lot of expense, bother and time, xexx 
because 

anytime...any place....there’s a smudge on white 

LEVOR goatskin shoes, a man need only take a damp 

MERCHANDISE ‘TO BE cloth and rub the spot clean, or by going over the 
ILLUSTRATED entire surface of the leather, bring his shoes to 

a pure immaculate whiteness again. 





3 all-white goat- 6---We have goatskin shoes in all grades by lead- 

skin shoes for ing manufacturers, 

mens three differ- 

ent models. 7e--For more specific information on white goat- 
skin shoes for men, please write to G. Levor 

Complete descrip- & Co., Inc., 100 Gold Street, New York City, 

tions with shoes and they"ll send you the complete “dope.” 

to be sent up 

next week. ' 8---We will have a special window on these begin- 


ning May 7th. It’s been okayed by THB 


BUYER MUST 0O.K. THESE INSTRUCTIONS AND BE RE- 
SPONSIBLE FOR ACCURACY OF FACTS DESCRIBED ABOVE, 
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WEAR 


This popular type 


of shoe construction 


is Found in a wide 


range of smart styles 








SILHOUWELTS 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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NATIONAL FOOT HEALTH WEEK 
April 2 to 7 


INTRODUCES THE NEW MARION-PODIATREAD 


The Podiatread last has been awarded the Official Seal of Approval 
by one of the leading national associations of doctors and is being freely 
prescribed to their patients from coast to coast. 


IN STOC 


€w PODIATREAD Shoe 
dinal Arch-supporting Saddle 
AA To EEE SIZES To 10 
+ $5.00 


GYPSY PATTERNS ON CORRECTIVE SHOES ARE HERE TO STAY 


No binding across throat—Glove-fitting vamp—High riding right and 

left quarters — No gaping at sides— A maximum of support — No 

slipping at heel—Unusual beauty for a shoe of its type. 

WRITE FOR COMPLETE TREADEASY PODIATREAD LITERATURE 
Prepaid samples with no obligation sent upon request. 


We invite comparisons of value 


When writing advertisers please mention Boot and Shoe Recorder 
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grellé SCOOP 
BY WALK-OVER 


retailers! It’sthe backbone of the most wide- 
ly publicized shoe promotion in the coun- 
try. Make your store a partner in the profits. 

Schiaparelli-Walk-Overs are carried in 


ANOTHE 


@ There is only one Schiaparelli. And 
there’s only one manufacturer whose shoes 
were chosen by Schiaparelli for her man- 
nequins to wear at the Paris Opening. This 


marks the second consecutive season that 
Walk-Overs have been singled out for this 
honor by the foremost style authority of 


the world. 
And it’s not merely honor for Walk-Over 


stock for immediate shipment. Write today 
ordering these shoes and the free promo- 
tion material that will turn this campaign 
into profits for your store. 


Geo. E. Keith: Company, Brockton, Mass. 


@ SWAGO Tie (Deb last) No. 12602— 
Dull black Raccoon, perforated. Gray un- 
derlay. No. 13602 —Taupe scuffed Porcu- 
pine. No. 19622—Glazed white Raccoon. 


@ CHICO Tie (Cameo last) No. 12605— 
Dull black Raccoon, black calf trim, per- 
forated. Gray underlay. No. 13605—Taupe 
scuffed Clavaria with Biscay brown calf 
trim. No. 19607—White Yukon. 





e FOX SKIPPY Step-in (Elsa last). 
No. 19204—Swiss Velbuck with Biscay 
brown trim. 


@ PEKIN Tie (Slenda last). No. 12610 
—Dull black Mandrucca, perforated 
through. No. 13610—Indies brown glazed 
Mandrucca. No. 19610 —White glazed 
Raccoon. 





@ BELVA Tie (Berwyn last). Marine 
blue kid. Opal oxide kid trim with feather 
stitching. No. 19510 —White kid. 


© 1934 CABANA (Elsa last). No. 6134— 
Black calf, perforated through. No. 19134 
—White calf. No. 20134 — Marine blue 
calf, U. S. Pat. D91349 





When writing advertisers please mention Boot and Shoe Recorder 





